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NATIONAL VOICE 


Sports Illustrated M@ Esquire @ True @ Playboy @ Seventeen & 
Mademoiselle @ American Girl @ Vogue M® Bazaar @ Teen @ 
Glamour ™ Modern Romances @® Modern Screen @ Screen 
Stories M Silver Screen @ Screenland @ Ingenue @ Field & 
Stream M@ Outdoor Life ® Sports Afield M@ True Romances @& 
True Experiences @ True Love @ Photoplay g TV Radio Mirror @ 


\° ~ ¢! 


USkio’. 


Now in ’60 Huskies celebrates with ads in 25 top maga- 
zines — a continuous campaign of ads each and every 
month! All advertised styles available to you with 
quicker deliveries and better profits through the 
unique HUSSCO IN-STOCK DISTRIBUTION 
SYSTEM. Hussco Shoe Co., 47 W. 34th Street, N. Y. 








EASTON’S 
PERF’... 


a smartly tailored 
step-in pump with 
daintily perforated 


vamp and leather heel. 
Fashioned in 


HUBSCHMAN’S CALF 


#1590 Benedictine .. . 
also in #1516 Basque 
Red, #1507 Flight Blue, 
#1508 Bone, and Black 
... by Easton Shoe Co., 
Inc., Wakefield, Mass. 


E. Hubschman & Sons, Division of Gera Corporation, Philadelphia 23. . . Fashion Office: 261 Fifth Avenue, New York 16 
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FAST TURNOVER TEAM ! 


Shoe Saver Suede Saver 


suede 
repellent “nem fi protector ; 
Keeps feet and a ‘users 
; reconditioner : Nae 
dry... Your Fe I, 
without 
rubbers 


SILICONE ait | SILICONE 


bm, 
*» 


Makes suede an "all-weather" leather! 





© Neutral spray . . . protects beauty of new 
suede shoes 


© Cleans and reconditions used suede shoes 
e Protects and preserves leather * Prevents matting, water spotting 
© Reduces color rub-off 
® Brings up nap, restores color 
¢ Enhances suede’s natural beauty 


¢ Keeps shoes new-looking longer, 
easier to clean 


a Display Packaged | Smart 


ipeneve Counter 
4 ox. bottle, Li 
ARIES ke Carton... 
8 oz. spray can, 
displays 12 six oz. spray cans, 
$1.25 retail 





BACKED BY AGGRESSIVE NATIONAL ADVERTISING 


AND SALES PROMOTIONAL AIDS! Hi} NATIONALLY ADVERTISED IN LEADING 


‘Au RICAN advertisi lete 
E. Timely nationa ing plus a comp : 


SPORTS AFIELD rai seo omaucnnent oll FREE VOGUE McCalls 


Sueam : 
Field Che Mow Hert Times BAZ AAR Mademoiselle 


Make your counter headquarters for SHOE SAVER and SUEDE SAVER, the silicone footwear treatments for 
everybody who walks into your store. There's a nice 40% profit (plus a nice PM) for you on both of 
these consumer-appealing products. Stock up now — and re-stock regularly — to cash in biggest from the 
national promotions on SHOE SAVER and SUEDE SAVER. Order from your findings distributor today. 


Dow Corning CORPORATION 
MIDLAND. MICHIGAN 
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vinyl crushed kid 
by 
federan 


patterns and coters ¢reatde ty Raymond Loewy 


FEDERAN’s extremely high standards of quality... attested to 
by the impartial testing facilities of the United States Test- 
ing Co. and Parents’ Magazine...will greatly increase your 
buyer and consumer confidence. 


FEDERAN’s rich appearance— Magnificent textures —Wide 
range of colors—will enhance the appearance of all of your 
CASUAL FOOTWEAR. 


FEDERAN’s durability and long lasting richness of appear- 
ance will also increase REPEAT DEMANDS from your valued 
volume customers. 


Send today for samples, merchandising assistance details, 
and information concerning special vinyl formulations, to 
meet, EXACTLY, your precise needs. 


nimienmumay | ¥ 


a TEXTRON company 


686 MAIN STREET, BELLEVILLE, N. J. 
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guy... 


(handle with care) 


Forty pounds of fighting machinery 
and so much growing to go. 
It takes lots of people caring to keep 
tough guys straight and strong. 
That’s why pride of product is the 
touchstone of our business. 

That’s why Blue Star shoes 

for children are made with 


their future in mind. 


$5—$6—$7 CHILDREN’S SHOES 

In Stock — Same Day Service 

Blue Star Shoes, Inc. — Manufacturers 
5 Franklin St., Lawrence, Mass. 
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The virtuous Beauty from 
the world of imagination 
could find nothing ugly in 
the face of a kind beast. 


is a LAWRENCE story 


Imagination charts the border between reality and fantasy, fusing both 
into something bigger than life, giving form to things unknown. 

It is the ingenuity of the mind that Lawrence brings to Side Leather, and 
its addition creates leather with new appealing characteristics, leathers that 
release the designer’s imagination and hold the consumer’s desire. 

New Strutter by Lawrence has this talented touch, this soft, pliant leather 
brings out the pixie in women’s footwear. Casbah is another leather of 
Lawrence charm, a full-bodied creamy aniline leather that is perfect for the 
unlined feminine shoe. Both come in a chromatic dispersion of apparel 
colors that invite sales. 

In Calfskin, Side Leather, Sole Leather, Sheepskin or Shearling Lawrence’s 
creative approach toward leather and its world-wide resources bring you 
quality products and expert personal service both with that compass for the 
galaxy — imagination. 


rOnC?e_- 


LEATHERS 7 
from the world of imagination 


FOR REPRINTS OF THIS ADVERTISEMENT WRITE TO A. C. LAWRENCE LEATHER CO,, A DIVISION OF SWIFT & COMPANY, [INC.), PEABODY, MASS 
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SHOE COMFORT: Characteristic of shoe 


rs made with. .... 


CROWN 


FOAMcote® 
Foam-on- Fabric ,/ \ 


When you use this foam-on-fabric, you’re putting extra cool comfort into 
your shoe line . . . Building in extra quality the modern way. FOAMcote is porous, 
it breathes, it’s lighter in weight. Highly resilient, FOAMcote compression is 
constant throughout shoe life. 
Crown FOAMcote is yours in a wide selection of colors, gauges and compression 

. and these qualities are uniform, shipment to shipment. Your own 


special fabrics are easily foamed to specification. Send your order and your 
deadline—Crown fills both. 


Write today for 
handy sample chart. 
ae 


TOW | RUBBER COMPANY, Fremont, Ohio 
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Sincere 
Greetings..... 


—Well, we made it! 


—We’ve come through one of the most momentous, 
exciting decades in the history of mankind. 


—More specifically . . . all the extraordinary scientific 
revolutions and discoveries. 


—Now, we are on the threshold of a new period, with 
the door wide open to the 60s. 


—In anticipation, they have been termed fabulous, 
roaring ... any other adjective you care to mention. 


—All the prognosticators are predicting that they will 
be the most fulsome years yet. 


—They will be, in actuality, what you make them. 
—We hope and pray for a world at peace. ... 
—And Man’s progressive contribution to that world. 


—TIn the meantime, here we are on this, the first day of 
a new year. 


—We pause to send heartiest greetings and best wishes 
to our friends, everywhere. 


—May this be the beginning of the happiest, most 
prosperous new year for all. 


g. B. Tartans th, 


Publisher 
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SUEDES 


PUDDLE JUMPERS 


SEASON’S TOP FIVE SHADES 
IN OXFORDS AND STEP-INS 
with new Scotchgard oil- 
and-water-resistant finish. 


109 White with black sole 

409N Dirty with brown sole 
7O9N Grey with black sole 
sizes 1214-3, 312-6, 642-12 


110 White with black sole 
310 Red with black sole 
410 Dirty with brown sole 
510 Whippet with black sole 
710 Grey with black sole 
sizes 4%-11 


BRISTOL newest and growingest 
boys’ line in America. 


VAISEY-BRISTOL SHOE CO., Monett, Mo. 











An Advertising Success Story 
IT WILL PAY YOU TO READ... 


Just 5 short years ago the first advertisement for Tingley 


Children’s Rubbers appeared in Parents’ Magazine. A year 
later we began advertising our Men’s Work Rubbers in Farm 
Magazines. As the childrens’ and youngsters’ line was broad- 
ened, so was the advertising. Finally, the Saturday Evening 
Post and Life were added for advertising our Men’s Clogs, 


Sandals and Boots. 


NATIONALLY ADVERTISED IN 
SATURDAY EVENING POST « LIFE ¢ PARENTS’ ¢ FARM MAGAZINES 


TINGLEY SHIPMENTS 1954-1959 





The chart tells the story. 





The public knows and wants 





Tingley Rubber Footwear. 
And YOU make more money 





because, with Tingleys ... 
You give more people a better 





fit with 4 the inventory. 











Please send me the name of my nearest Tingley distributor 
plus your latest catalogue and sales promotion material. 


Name 


Address , aan 








City ‘ ” State 
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© Government experts say farmers will have even lower net 
incomes in 1960 than in 1°59, which was below 1958. 


® This is the eighth year in which college enroll- 
ments have hit a new reeord high. The enroll- 
ment figure is 3.4 million. 


@ The Federal Trade Commission is stepping up 
its campaign against “bait” advertising. Legal 
action will be started. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





Farmers will suffer their second successive income decline in 1960, the 
U. S. Agriculture Department predicts. 

Government experts say farmers will realize even lower net incomes from 
their operations in 1960 than they did in 1959, when income ran about 17 
per cent below 1958. 

Some of this loss may be made up by higher incomes for farm families 
from other jobs, including industrial work, if the economy makes a good 
recovery from the effects of the steel strike, they say. 

Net farm income in 1959 is expected to total about $11.3 billion, com- 
pared with $13.1 billion in 1958. This drop puts the total about the same as 
in 1957. The further dip next year will come from slippage in prices received 
for farm products, coupled with expected higher prices for the things they 
must buy. 


Your sales of footwear to the college crowd should be better than four 
per cent ahead of last year. The U. S. Office of Education says there are 3.4 
million students enrolled this year in the nation’s colleges and universities. 

This figure is 4.4 per cent ahead of last year’s total. 

Also, this is the eighth year in a row that college enrollments have hit 
a new record high. 

This year, there are 2.1 million men and 1.2 million women enrolled. 

Among those who are enrolled for the first time, 40 per cent are women. 

When you relate the rapidly-rising birth rate of recent years to college 
enrollments, it is clear that college enrollments are going to be higher each 
year for some time to come. 

Clearly, this expanding market is well worth going after. 


The government is intensifying its campaign agaainst “bait” advertising 
and other illegal customer lures. 

Legal action will be started against advertisers who fail or refuse to stay 
within the law, the Federal Trade Commission says. 

Here are the four main traps to be avoided. It is illegal to: 

1. Offer a product for sale if the offer is not bonafide. 

2. Misrepresent a product in an advertisement with the intent of switching 
customers to other merchandise at the time of sale by telling the truth about 
the advertised product. 

3. Discourage the purchase of advertised goods as part of a scheme to 
sell other merchandise. 

4, Attempt to “unsell” in the event of prior sale of the advertised product. 
with the intent of selling other merchandise instead. 

Lawyers will want to know what is “bait” advertising, anyway. The FTC 
says it is an “alluring but insincere offer to sell a product or service which 
the advertiser in truth does not intend or want to sell. Its purpose is to switch 
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@Pareel post rates are going up February I an 
average of 17.1 per cent. Inereases vary ac- 
cording to distance and package size. 


Report fro 
P _— @Rep. Porter is getting ready to “stir up the 


ae 





customers from buying the advertised merchandise in order to sell something 
else, usually at a higher price or on a basis more advantageous to the adver- 
tiser. The primary aim of a bait advertisement is to obtain leads as to persons 
interested in buying merchandise of the type advertised.” 


Mailing costs are going up again. . 

The Post Office Department recently won authority to boost parcel post 
rates by an average of 17.1 per cent. This is the first increase in parcel post 
rates in six years. The increases, depending on distance shipped and size of 
packages, range from 1 to 35 per cent. 

The higher rates will cost mail users some $88 million a year. Postal 
officials plan to put them into effect on Feb. 1. However, the rates have been 
appealed by a group of mail users, which could delay the effective date, or 
possibly reverse the action. 

Meanwhile, the Eisenhower Administration is set to ask for another boost 
in first-class mail rates. Congress this year turned down a request for another 
1-cent hike in first class rates. A 2-cent boost may be asked in 1960. 

With postal costs continuing to rise, and the deficit standing at $650 
million a year, some higher rates are almost certain in 1960 or soon after. 
Increases are running about 20 per cent. It’s another added cost you should 
add in your margin. 


Rep. Charles O. Porter, who wants all shoes to be labeled as to the ma- 
terials in them, is preparing to push hard for approval of his plan by the 
Congress in 1960. 

Mr. Porter, an Oregon Democrat, is the author of a bill (H.R. 1320) re- 
quiring identifying labels in all shoes sold. Although he urged House leaders 
in the House of Representatives to set up public hearings on his bill in 1959, 
no hearings were held. 

But the Porter bill is very much alive, and its author now reveals that 
he intends to “stir up the bushes” in several different areas in order to gen- 
erate some sympathy for his bill. Specifically, he expects to: 

1. Insist that the Federal Trade Commission tell what its investigators 
learned about “misrepresentation” (Porter’s word) in the sale of footwear: 

2. Press the FTC to take a favorable stand on shoe labeling, a move which 
the FTC thus far has balked at; 

3. Fire up demand for shoe labeling by propagandizing parent and con- 
sumer groups; 

4. Encourage Wilbur Gardner, the Medford (Oregon) cobbler who sold 
Mr. Porter on labeling, to continue his nation-wide letter-writing campaign: 

5. Urge House Democratic leaders to schedule at least one day of public 
hearings on his labeling bill. 

The second (and probably final) session of the 86th Congress opens early 
in January and closes by mid-July. If Mr. Porter is to get his shoe labeling 
bill written into law this year, he has no time to lose. He will have to sell 

~ House leaders on his claim that the “public is behind” his bill. Next, he will 
have to compete with many other bills in the scramble for a spot on the 
already-crowded schedule of public hearings. Then, he will have to stir up 
demand for his bill in the Senate, and thus far not one senator is sponsoring 
(CONTINUED ON PAGE 40) 
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David Evins’ unspoiled darlings show what happens when velvet's spe 
with the unmatched practicality of Du Pont nylon. (imagine, touch-up cleaning with 
We see any one of these shoes following the Guif Stream south, 
town where — with the right suit, the right man at your side ~ it cont to radiate its own kind of 


the dream shoe-come-true — ne 
pastel velvet, practical at last in DU 


: ha 
April in Parle, returning 


day-into-evening enchantment. Pink, oyster, biue, lilac, yellow, cobbler tan. $34. 95. Matching handbags — 
also in the same wonderful velvet of Du Pont nylon. All avaitabie at Neiman-Marcus. 


Du Pont makes fibers, dogs sot make the fabric or shoes shawn here, 


EVIN has created a magnificent collec- 

tion of Resort and Spring shoes 
in the new, soft-tones of NyloVel. These beauti- 
ful shoes are dramatically and colorfully featured 
by DuPONT in January VOGUE. 


Neiman-Marcus, I. Miller, I. Magnin, Kaufmann’s, 
and other preeminent stores will have extensive 
promotions on these NyloVel creations. Have 
you seen the new, soft-toned NyloVel colors? 
Its luxury and durability appeal to everyone! 
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Enjoy THE OU PONT SHOW WITS JUNE ALLYSON, Monday N 


reduced from full page, 4 color ad, January VOGUE 


NyloVel® is the 100% Nylon Velvet created by 


MARTIN 
most honored name for rich velvets. 











FABRICS CORPORATION 
48 West 38th Street, New York 18, N.Y. 





Ordinary lasts are tape-measured in but 
4 places when created by the last maker. 
Unfortunately tape measures are not per- 
fectly accurate...a small error can be 
magnified many times in foot discomfort. 


Bie, , " 


Guide-Step lasts are Contourgraphed in 19 places... are accurate to 1/100th of an inch! 
The Contourgraph translates years of research into actual Guide-Step lasts...lasts that 
are designed to fit the foot /n action. 


Endicott Johnson was first with Guide-Step! 


Of all the shoemaking principles, de- 
vices and techniques designed to pro- 
mote foot comfort, none has been more 
thoroughly proved through research 
and wear than Guide-Step. 


More than 30 years of research and 
testing went into its design . . . 300,000 
individual foot measurements were 
made to determine the contour of its 
lasts. 

The wonderful comfort of the Guide- 


Step principle can now be found in 
Johnsonian Guide-Step shoes for men 
... first line of shoes to take advantage 
of this revolutionary design. And not 
one bit of style has been sacrificed to 
give these shoes this added comfort. 


If you are not now stocking John- 
sonian Guide-Steps, write today for a 
call by one of our salesmen who will 
show you the complete line . . . priced 
to retail profitably at $10.95 to $14.95 


2 JONNSOMAN 
GUIDE-STEP 


Endicott Johnson Corporation 
Endicott 1,N.Y. 


ENDICOTT A) JOHNSON ...THE FAMOUS FAMILY NAME IN SHOES 
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by JOHN REILLY 


Editorial 





Nurture the Spark! 


HE year 1959 may well go down in history as 

the year that American taxpayers and businessmen 

asserted their position for the first time. At any 
rate, both did place a restraining hand on a Congress 
which the nation expected to be free-spending and ex- 
tremely pro-labor. The determined fight by President 
Eisenhower for a balanced budget and an unexpected 
conservative coalition in Congress slowed down the pace 
of inflation. 

Nineteen fifty-nine saw an even greater demonstration 
of political action. An aroused business and public opin- 
ion was successful in defeating the strongest labor lobby 
ever mustered in Washington: Congress enacted the 
Landrum-Griffin Labor Act, much to the surprise and 
chagrin of some labor chiefs. 

Since last July the public has been given ample evi- 
dence of the crippling effects of strikes on our economy. 
One of the first jobs that Congress will face when it 
convenes will be to find some solution to basic labor- 
management differences. Will the action it takes follow 
the conservative line Congress started to display last 
year? Political action by business may provide the 
answer. 

Nineteen sixty is an election year. The pressures which 
labor will apply to Congress will be considerable and 
Congressmen will be more susceptible to them. The 
rights and prerogatives of labor and management will 
have staunch defenders in Congress. There must be, too, 
a strong voice speaking out for the welfare of the public 
and of business. 

At the threshold of this new decade it is a simple 
matter to become dazzled by the glitter and brilliance 
of the opportunities it holds. For months we have been 
hearing about the “sizzling sixties” and the golden era 
they will bring to commerce and to business. 

Now that the sixties are with us, reality suggests a 
closer look at this brilliant future. Undoubtedly, this 
new decade will produce the unprecedented prosperity 
which our economists predict so confidently. But it will 
bring some problems too, the shape and extent of which 
are impossible to predict. 

History has a way of repeating itself; many of the 
problems which plagued business during the last decade 
are certain to be with it again in the ten years ahead. 
Some of the more serious ones most certainly will be 
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on hand unless the lessons and experience so dearly 
learned in the fifties can be drawn upon to avoid or 
confine them. These are the perennial bugaboos of busi- 
ness: inflation, higher taxes, a steadily mounting na- 
tional debt, the further interference in the affairs of 
business by government and a more determined attempt 
by some unions to create labor monopolies. 


The solution to, or elimination of these problems from 
the business scene, require really effective political action 
by business. This is an objective which can be accom- 
plished during this decade. Actually there is a strong 
movement already under way in this direction. 


Will the spark of conservatism which was generated 
in Congress last year he nurtured and continue to grow? 
Again the decision rests with business large and small. 
It rests also on the ability of businessmen to register 
forcibly with Congress that sound economic policy and 
fiscal integrity are not only requisite to the progress 
we all anticipate, but are in fact the very bed rock of 
survival for free enterprise. 

The National Association of Manufacturers and the 
Chamber of Commerce of the United States are both 
sponsoring projects to encourage active participation by 
businessmen in politics at the local, state and national 
levels. To implement their project, the Chamber of 
Commerce of the United States has prepared a detailed 
Action Course in Practical Politics. The course gives 
the fundamentals of political organization and _ political 
action. The material used in it is non-partisan in char- 
acter and the project has won high praise from leader- 
ship in both parties and from management and labor 
groups alike. Every businessman should contact his local 
Chamber of Commerce, or the Chamber’s National Head- 
quarters in Washington, to learn how business can _be- 
come more politically active. 

Practical politicians recognize the fact that govern- 
ment should reflect the true desires and interests of the 
public which constitutes and supports it. Paul W. Butler, 
Chairman, Democratic National 
position very well. “The question,” says Mr. Butler, “is 


Committee, states this 


not whether anyone is going to become involved in poli- 
tics, but whether he is willing to sit back and let others 
control the destinies of all of us . . . for while he may 


ignore politics, politics certainly will not ignore him.” 
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What's the best test to determine the best toplift for your 
shoes? Easy. Just have 50 million women wear them, then ask 
the women what they think. Well, well over 50 million pairs 
of Perma-Topped shoes have already been so tested by women 
the world over, under all kinds of walking conditions — fur- 
nishing fool-proof proof that no other toplift material wears 
nearly as well, or furnishes better insurance against thin heel 
breakage than Perma-Top! Competitively priced — available 
through your regular heel source. 


16 


The combination dowel and lift unit developed by Perma-Top 
fo protect plastic heels against breakage AND provide 
a toplift that's guaranteed never to wear ovt. 


ESSEX PRODUCTS, INC., 42 DUNCAN STREET, HAVERHILL, MASSACHUSETTS 
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Headlines 





Government's Outlook for 1960: 


Smaller Production, Increased Retail Sales Predicted 


A “quite favorable” year is ahead 
for the shoe industry, the govern- 
ment says. Total output will dip 
slightly but still exceed 620 mil- 
lion pairs. The retailer’s sales 
will climb, and shoe prices will 
remain about the same. 


WASHINGTON, D. C.—Slightly 
lower shoe production but increased 
retail shoe sales are in prospect for 
1960, the government says. But no 
major changes in prices are fore- 
seen. 

In a year-end report and forecast, 
the government’s top footwear ex- 
pert concluded: “Conditions gen- 
erally are expected to be quite fa- 
vorable for the shoe industry and 
trade in 1960.” 

Julius G. Schnitzer, director 
of the Commerce Department’s 
Leather, Shoes and Allied Products 
Division, said non-rubber shoe out- 
put should exceed 620 million pairs. 
This compares with about 640 mil- 
lion pairs in 1959. 

“Pipelines which were emptied 
during 1958 have now been refilled,” 
he said, “and 1960 will not require 
the large supplies produced for this 
purpose in 1959.” The 1959 produc- 
tion total, up about 10 per cent from 
1958, was considered more than 
enough to fill the pipelines. 

“As a result,” said Mr. Schnitzer, 
“several million pairs of shoes made 
in 1959 were borrowed from the 
1960 production potential, account- 
ing for the forecast of a somewhat 
lower shoe output during 1960.” 


Bright Outlook for Retailer 

For the retailer, Mr. Schnitzer had 
this cheery report: “All signposts 
point to increased retail shoe sales 
during 1960 with no marked changes 
in prices. A 314-pair-per-capita con- 
sumption annually is being main- 
tained and the population is steadily 
growing, which should also mean 
larger shoe sales.” 

Contributing to the favorable pic- 
ture, also, is “a growing economy 
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with an expanding income.” 

Government estimates indicate 
that retail shoe sales (on a value 
basis) were only 5 to 6 per cent 
higher in 1959 than in 1958. Price 
advances in the same period aver- 
aged 5 per cent, so the increase in 
pairage sales at retail was small. 

Since pairage output rose by 10 
per cent in 1959, indications are that 
the major share of the higher sup- 
ply went to replace depleted inven- 
tories at the retail level. 


Inventories Are Greater 


Mr. Schnitzer’s report said shoe 
inventories at the close of 1959 
were believed to be higher than those 


U. S. Shoe Industry, 1958-59 Comparison 


ITEM 


Production (1000 pairs): 
WOMAN Me Las Fo Uae oe 


Principal types: 
Men’s.. 
Youths’ and boys’..... 
, eee ee 
| ae aa 
Chrren’s...... . . oes 
Infants’ and babies’..... . 


Shipments: 
Quantity (1000 pairs). . 
Average factory price per pair. . 


Retail sales (millions of dollars): 
Shoe stores, total 
Independents... ..... 
Chains (11 or more stores). 


Department stores: 
Men’s and boys’ shoes... . 
Women’s shoes.......... 
Children’s shoes...... 
Basement shoes... . 


Imports: _ 
Quantity (1000 pairs) 
Average value per pair 


Exports: 
Quantity (1000 pairs). . 
Average value per pair... 


Employment: 
Production workers, monthly 
average (1000) 
Average weekly earnings. . 
Average weekly hours... . 


* Based on 8 or 9 months’ totals. 








of a year earlier or two years 
earlier. 

The government said shoe imports 
are expected to continue growing 
because of low prices quoted by 
foreign suppliers. Imports may ex- 
ceed 1959 levels by as much as 10 
per cent. But a halt in the down- 
ward trend of shoe exports may ma- 
terialize through the removal of 
many trade barriers abroad. 

During 1959 the average price of 
imported footwear was $1.85 a pair 
—an increase of 33 per cent over 
1958. Most of the low-price imports 
came from Japan. The better grades 
came from European countries such 


(CONTINUED ON PAGE 23) 


PER CENT 


1959* 1958 CHANGE 


. 


640,117 582 , 386 


113 , 964 
26 ,608 
306 ,513 
44,091 
36 , 402 
38 ,038 


100,850 
23,708 
273, 129 
36,771 
34,113 
36 , 250 


++++4++ 
wuSins 


640 ,000 
$3.73 


~ 





a 


2,325 
1,405 
920 





20 , 988 
$1.85 


| 

3,395 | 
$3.29 | 
| 

| 


224.5 
$59.11 


37.9 


$54.77 
37.7 


n. a.—Not available. 


Sources: Bureau of the Census, Federal Reserve Board, Bureau of Labor Statistics. 
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St. Louis Show Renamed in Expansion Bid 


ST. LOUIS—A new name, “Shoe 
Market of America,” and a new con- 
cept for the St. Louis showing of 
fall shoes May 1-4 have been an- 
nounced by the St. Louis Shoe Man- 
ufacturers Association. 

Charles Arend of Juvenile Shoe 
Corporation of America, who is 
chairman of the 1960 event, said the 
St. Louis showing will be expanded 
in an effort to make SMA not only 
one of the largest selling markets 
in the nation but also a marketing 
and merchandising meeting. 

“*Shoe Market of America’ com- 
pletely describes the program, pur- 
pose and concept of the St. Louis fall 
showing,” Mr. Arend said. “In ad- 
dition to the selling phase of the 
market we will present a series of 
marketing workshops.” These are 
planned for Sunday and Monday 
nights, May 1 and 2. A cocktail 
party, followed by a series of small 
dinner events, will be held and mar- 
keting workshops will follow the 
dinners. 

All workshops will be geared to 
the retailer level, with panels of spe- 
cialists leading the discussions. 

Invitations to the retailer work- 
shops will be mailed in advance of 
the SMA, with reservations accepted 
on a first-come-first-served basis. 

The traditional banquet is sched- 


uled for Tuesday night during the 
show week. Last year’s banquet 
drew 2000 guests and was St. Louis’ 
largest banquet. 

Reservations are being received 
by the show’s housing committee for 
space reservations in the Statler- 
Hilton and Sheraton-Jefferson Ho- 
tels and the St. Louis Merchan- 
dise Mart. Committees are planning 
for more than 300 exhibitors as com- 
pared with last year’s 200. More 
than 3500 buyers are expected. 

The 1959 show included for the 
first time exhibitors from outside the 
St. Louis area. Of last year’s group, 
nearly three-quarters of the firms 
have again reserved space to date. 

“There is a complete revolution 
taking place in the shoe industry re- 
lative to shoe shows,’ Mr. Arend 
observed. 

“Buyers are looking for informa- 
tion which will help them sell the 
shoes they buy. Presenting new tech- 
niques in marketing and merchan- 
dising to help the retailer sell their 
products is a responsibility of the 
manufacturers. We believe the Shoe 
Market of America will lead the way 
and that buyers, large and small, 
will eagerly come to St. Louis to 
obtain first-hand knowledge from 
other retailers as well as the 
manufacturer.” 





Brown Shoe Reports Record Sales, Profits 


ST. LOUIS — The largest sales 
and net profit figures in the history 
of Brown Shoe Company were re- 
ported by the firm in its 81st an- 
nual report to stockholders. 

Net sales for the fiscal year ended 
October 31 amounted to $276,549,- 
164 compared with $239,903,734 in 
fiscal 1958. Net earnings after taxes 
for 1959 totaled $11,608,775, an in- 
crease of 37 per cent over last year’s 
earnings of $8,489,936. 

Net earnings per common share 
were $6.34 compared with $4.67. An 
increase in Brown Shoe Company’s 
regular quarterly dividend to 70 
cents on common stock was an- 
nounced in December. The company 
paid 55 cents per quarter during 
1959, equivalent to $2.20 per share. 

In the annual report, President 


Clark R. Gamble observed that ‘“con- 
sistent increases in sales” had been 
made during the year. 

“Each sales division of the com- 
pany contributed to the growth of 
the company during 1959,” he said. 

A cutaway version of the Brown 
Shoe Company sales dollar was in- 
cluded in the report. The chart 
showed that of each dollar, 47.93 
cents went for raw materials and 
products purchased from the out- 
side; 28.96 cents went for wages 
and employee benefits to the firm’s 
more than 23,000 employees; 11.02 
cents went to suppliers and services; 
6.03 cents went for taxes; 2.75 cents 
was retained in business; 1.86 cents 
went for maintenance and upkeep; 
and 1.45 cents of each sales dollar 
went for dividends. 


‘Satisfactory’ Year Is 
Foreseen for Tanners 


WASHINGTON, D. C. — Low 
year-end inventories of finished 
leather, a leveling off of raw mate- 
rial prices, and a continued high 
level of shoe production are expected 
to contribute to a “satisfactory 
year” for the U. S. leather industry. 
This is the U. S. Government’s fore- 
cast. 

Julius G. Schnitzer, chief of the 
Leather, Shoes and Allied Products 
Division of the Commerce Depart- 
ment, cited the favorable factors in 
his annual industry review and out- 
look. In addition he said many fore- 
ign restrictions which adversely af- 
fect U. S. leather exports are being 
removed. 

Because of favorable prices, the 
report said, some types of leather 
may well regain that part of the 
market which they lost to competi- 
tive products when quotations rose 
to high levels early in 1959. 

Mr. Schnitzer said shoe produc- 
tion in 1960 will exceed 620 million 
pairs. This will constitute a drop of 
2 or 8 per cent from 1959 levels, but 
it will still be far above any other 
previous year. The shoe industry 
uses more than three-fourths of all 
leather consumed. 

Although potentials are seen for 
greater leather exports, no signifi- 
cant change is expected in the 
leather import situation. 

“The U. S. has been one of the 
largest world markets for foreign 
leathers in recent years, and domes- 
tic tanners believed that this re- 
sults from the lower production costs 
which prevail abroad,’ the report 
noted. “Indications are that imports 
will continue at rather high levels 
during 1960.” 

Mr. Schnitzer said conditions in 
the early months of 1960 will be 
more conducive to an increase in the 
working stocks of leather. Ample 
supplies of all types of raw hides 
and skins will be available at “fa- 
vorable price levels.”’ Some types of 
leather had fallen in price as much 
as 25 per cent by November from the 
high levels of the first half of 1959. 
The leveling off strengthened con- 
sumer confidence. 
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NSMA’s 2d Market Research Institute 


To Be Held January 11-12 in New York 


NEW YORK—The National Shoe Manufacturers 
Association will sponsor its second annual Market 
Research Institute January 11 and 12 at the Savoy- 
Hilton Hotel here. 

Roy St. Jean of Brown Shoe Company, chairman 
of the Institute, said enrollment is limited to the 
sales research staffs of shoe manufacturing members 
of NSMA and their advertising agency research 
staffs. 

Market research experts will be present from 
New York University, the U. S. Census Bureau, 
Federated Department Stores, Seventeen and Esquire 
magazines, the Advertising Research Foundation 
and other firms and agencies. 

Representing the industry will be L. W. Affolter, 
sales manager of A. E. Nettleton Company; Ben E. 
Edscorn, market research director of International 
Shoe Company, and Arnold Feldman, market re- 
search director of B G S Shoe Corporation. 


NRMA Convention Will Hear About 


Automation in Footwear Merchandising 


NEW YORK—Automation of shoe merchandising 
will be discussed at one session of the National Retail 
Merchants Association’s 49th annual convention, 
January 10-14 at the Statler-Hilton Hotel here. 

The Retail Research Institute will sponsor the 
session on Thursday, January 14, at 2:30 p.m. in 
the hotel’s grand ballroom. C. Robert McBrier, 
vice-president, finance, Woodward & Lothrop, Wash- 
ington, D. C., will be chairman. 

Panelists will include James Lamadore, systems 
analyst, City Stores Mercantile Company, Inc., New 
York; Betty French, buyer for Woodward & 
Lothrop; Leonard Goldfeder, buyer for B. Gertz, 
Inc., Jamaica, N. Y., and James Noell, controller 
of Allied Stores Corporation, New York. 

Over 5000 retailers are expected to attend the 
convention, which will include a record 39 sessions 
on all phases of retailing. 

The NRMA represents more than 11,500 depart- 
ment, specialty and chain stores throughout the 
country. 


George Cardoza Appointed Division 


Manager of Genesco Import Company 


NASHVILLE, TENN.—George H. Cardoza has 
been named division manager of Genesco Import 
Company, one of the largest importers of style shoes 
for men, women and children. The appointment was 
announced by H. Stephan Klausner, vice-president 
of Genesco’s Intercontinental Shoe Company. 

Mr. Cardoza was formerly in charge of the New 
York office of Town & Country Shoes, servicing 
eastern accounts. Previously he was a buyer for 
Kitty Kelly and Gimbel’s, New York. 
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Self-Selection in Merchandising Is 
Key to ’60’s, Independent Shoemen Says 


BOSTON—Self-selection — “already the fastest- 
growing area of shoe distribution”—will become the 
major factor in retail shoe merchandising during 
the 1960’s, according to Independent Shoemen. The 
association has strongly urged independent retailers, 
regardless of size, to “consider seriously the neces- 
sity of adapting self-selection to their more tradi- 
tional type of operations.” 

In the latest lesson of its “Operational Know- 
How” series, I.S. called self-selection “The Key to 
the Sixties.” The organization told retailers they 
can adopt it without sacrificing quality, price or 
service. 

“Self-selection is entirely different from self-ser- 
vice, which is purely a discount operation and 
offers the customer no service whatsoever,” ex- 
plained Frank T. Underhill, I.S. executive director. 
“Self-selection provides the consumer with an un- 
hurried, unpressurized means for shopping, which 
many now prefer, and still assures him of the qual- 
ity and service which he is accustomed to.” 


Faie Joyce Succeeds Marion Marsh 
As Head of Shoe Women Executives 


NEW YORK—Mrs. Faie Joyce of United States 
Shoe Corporation, Cincinnati, Ohio, is the new 
president of Shoe Women Executives, Inc. She suc- 
ceeds Marion Marsh, of Partners in Fashion, New 
York. 

Other officers elected for 1960 are: vice-president, 
Kay Sleater, Mutual Shoe Company; executive vice- 
president, Mrs. Eleanor Stewart, Lord & Taylor; 
secretary, Emily Bryant, A. F. Gallun & Sons Cor- 
poration; and treasurer, Stephanie Levine, Carlisle 
Shoe Company. 


Kinney District Manager Re-Elected 


President of Pa. Chain Store Council 


PHILADELPHIA — E. P. Dimm, Harrisburg 
(Pa.) district manager of G. R. Kinney Corporation, 
has been re-elected president of the Pennsylvania 
Chain Store Council for a third term. 

At the annual membership meeting in Pittsburgh, 
Roy H. Peterson, Pittsburgh district manager of 
Melville Shoe Corporation, was re-elected a director 
of the council. E. J. Simeone, manager of Kinney’s 
warehouse at Harrisburg, also was elected to the 
board. 

Mr. Dimm announced a three-point council pro- 
gram for 1960: to develop closer relationships with 
both shopping centers and organizations devoted to 
preserving downtown business areas; to work for 
a “more sympathetic understanding” between farm 
and city; and to stimulate increased interest among 
young people in retail careers. 
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Leather Show Reaction Better Than Expected 


Despite the sharp advance in 
show dates, attendance was down 
only about 20 per cent from pre- 
vious shows. Busy with Christmas 
trade, the retailers stayed home. 
The new timing prompted much 
discussion. Said a TCA official: 


” 


“We are feeling our way... 


NEW YORK—tThe great majority 
of the 101 tanners who exhibited at 
the Leather Show in New York, 
December 17-18, expressed pleasant 
surprise at the good reaction and 
wholesome attendance. 

Most exhibitors had come to the 
show anticipating a low attendance 
and only casual buyer interest be- 
cause of the change in dates (two 
months in advance of previous 
Leather Show dates) and the prox- 
imity of the Christmas holidays. 

Considering the new timing, at- 
tendance was very good—about 80 
per cent of that of previous shows. 
One reason was the sharp drop-off 
of retailers attending the show; 
most stayed home to attend to the 
rush of Christmas business. Some 
leather exhibitors found this ad- 
vantageous. One typical comment: 
“Retailers, because they’re not di- 
rect leather buyers, consume exhibi- 
tors’ time at the expense of atten- 
tion that should be given to the di- 
rect buyer in the booth.” 

Other exhibitors said the retailer 
attendance was missed: “The re- 
tailer is a good indicator of interest 
and trends in colors, textures, etc., 
closer to the consumer,” was a com- 
ment of another tanner. 


Larger Show Facilities 


Most exhibitors seemed pleased 
with the larger physical facilities of 
the Statler-Hilton Hotel, as compar- 
ed with the Waldorf-Astoria, where 
the leather Show had been housed 
previously for some 40 years. Booth 
and aisle space was considerably 
greater, though the overall layout of 
the show was less compact than 
before. 

There was considerable talk about 
the new timing of the show. Many 
exhibitors as well as buyers appar- 
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ently prefer a date in mid-January. 
However, hotel exhibit space is at a 
premium in New York at that time. 

Exhibitors reported a fall-off in 
attendance by St. Louis shoe manu- 
facturers, as well as some of the 
chains. (One comment: It’s too early 
for the chains to consider choice of 
fall colors and leathers.’’) But the 
timing appeared ideal for the mail 
order houses, especially the catalog 
sections. Also, it proved ideal for 
the better grade manufacturers who 
need the advanced lead time to pre- 
pare and introduce new fall lines. 

Some manufacturers were com- 
menting that the two-month advance 
in show timing left them less cer- 
tain as to selections in new fall 
colors, textures and finishes. Exhib- 
itors, however, informed these buy- 
ers that major changes would be un- 
likely over the next couple of 
months. As one said, “About our 
colors, we can’t be dumb in mid-De- 
cember and suddenly by mid-Janu- 
ary be brilliant. Four weeks’ differ- 
ence in timing won’t make that 
much difference.” 


Almost No Buying 

While sampling and interest was 
reported active, virtually no buying 
was done at the show—though buy- 
ing certainly wasn’t anticipated. 
However, it appears that a “buying 
wave” is in the offing shortly after 
the turn of the year—combining 
leathers for late spring and summer 
shoes, and for early fall. 

The element of leather prices 
played a very subdued role. With 
hide prices melted down to some- 
where around 20-21 cents (for light 
native cows, the price barometer), 
Irving R. Glass, executive vice-pres- 
ident of the Tanners’ Council, re- 
ported that “there is good likeli- 
hood that 1960 will bring substan- 
tially greater stability in rawstock 
and leather prices as compared with 
1959.” 

Tanners throughout the show ex- 
pressed strong confidence in buying 
activity for the first half of 1960. 
The Tanners’ Council has forecast 
another record shoe output year 
ahead—a level of 640 million pairs 


or more, as compared with an esti- 
mated 635 million for 1959. 

The council said retail shoe sales 
in 1960 will also reach new peaks, 
both in units and dollars. 

“Inventories, from rawstock to 
shoe stores, today stand at the low- 
est ebb in many years,” the council 
declared. And further: “Had not 
the shoe industry been so cautious 
in 1959, greatly underestimating the 
sales potential, it could have made 
and sold an additional 10-15 million 
pairs of shoes. We hope this miscal- 
culation on buying and inventories 
will not recur in 1960.” 

As to continuation of the new 
Leather Show dates (December and 
June), Mr. Glass said, “We are still 
experimenting with Show dates. We 
knew that our former dates were 
too late for most of the shoe indus- 
try. We are now feeling our way on 
new dates, and within another show 
or two, based on industry reaction, 
we will have settled on the provedly 
best dates. 

“We do know for certain, how- 
ever, that the shoe industry, along 
with all its allied branches, has be- 
come too big to operate on a catch- 
as-catch-can basis uncomfortably 
close to new seasons. We need more 
planning time—which means ad- 
vanced dates.” 


e e e 


Women’s Leathers: Diversity 


Of Types Is Shown for Fall 


TANNERS of style leathers have 
surpassed their previous records in 
diversity of types of tannages, fin- 
ishes and colors. They have made 
these leathers in weights for both 
lined and unlined men’s and wo- 
men’s shoes. 

There are, in these fall 1960 lines, 
glossy calf, side, kid and kip leath- 
ers; waxy often combined with ani- 
line tannages; fine textures—genu- 
ine shrunken, crushed or printed— 
frequently with a pearlized finish; 
boarded leathers; close-napped 
suedes; continuing two-way napped 
suedes; plump, exceedingly soft 
glove tannages; patent leathers; 
pigskins and kangaroo. You can 
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name them and the tanners have 
them. 

A special coating, developed 
within the past few years, is being 
used increasingly to protect cer- 
tain leathers from staining by oil 
and ink or other harmful agents. 
On the other hand, kid suede—in 
white or off-white—leathers have 
been introduced which can be dyed 
in the same way as fabrics, right 
in the shoe store, to the customer’s 
own color specification. 

In all this multiplicity of types 
of leathers, however, several prom- 
ise to be trend setters. Among 
these there is a “drift” toward 
highly glazed, finely textured tan- 
nages. Along with this we should 
note that pearlescent finishes have 
extended to more and more types 
of leathers. They are being used 
on reptiles and kangaroo leathers 
as well as on smooth or finely tex- 
tured. Metallic patent leathers con- 
tinue to be very much liked in a 
color range. 


English Influence 


An interesting trend to be noted 
is the turn to an English influence 
and away from the exclusively 
Italian. One tanner, who has in- 
troduced a new aniline, polished, 
waxy type of finish borrowed from 
the men, highlights it as the per- 
fect walking shoe leather, compar- 
ing its look to the sturdier look in 
tweeds in the apparel fabric mar- 
ket. It is reported to have been 
very successful at the Leather 
Show. 

Colors are as varied and inter- 
esting as tannages and finishes. 
The diversity of shades in the 
beige-to-brown family points to a 
very big season for this group. If 
we may include the color called 
Smokescreen, described as “winter 
white,” we have a range that car- 
ries right down to the darkest of 
near-black shades _ which lean 
toward the gold side perhaps and 
the very rich reddened brown or 
mahogany shades, slated for high 
fashion. 

Between these extremes there are 
medium, taupey' browns, rusty 
Briarwood types, golden-influenced 
medium browns, very’ greened 
browns. And there seems to be in- 
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Leather Show: Fashion Trends 


terest in them all. It is interesting 
to note how strong the demand for 
Town Brown or some other equally 
dark or darker shade continues to 
be. It has been many years since 
this color has been so much in the 
limelight. 

Of the several other color fami- 
lies that deserve noting, red stands 
out as important in every leather 
line. These reds are usually good 
clear medium tones, neither very 
yellow nor very blue in cast. How- 
ever, the “rosy reds” are popular 
and so are some darker, richer 
shades. They avoid being wine 
shades, remaining more in the rich, 
glowing tonality of stained glass 
windows. Besides these, there are 
the plum tones which, with some 
tanners, go on over into the purple 
or grape shades. There is certainly 
some interest in the purpled tones 
which should be watched. 

The greens too deserve watching. 
They are strongly influenced by 
gold, as they were last year, but 
they look newer in a very browned 
version. Black even casts_ its 
shadow on these greens and we 
have such a shade as black olive. 

Blue is talked about chiefly in 
relation to a dark shade, Flight or 
its near-relation. However, a bril- 
liant blue, not green enough for, 
and brighter than, turquoise, has 
been successful for a dressy suede 
shoe. The color known as Bitter- 
sweet last year continues for dressy 
flats or even heels. 

By ELEANOR M. RUTTY 


Men’s Leathers: Subtle 


Grains and Textures Lead 


MEN’S fall and winter leathers 
seen at the Leather Show support 
the conclusion that subtle grains 
and textures will dominate the fall 
style picture. 

Important are the shrunken grains 
—not the heavy shrunken grains 
popular in recent seasons, but a 
finer texture that pulls out to a 
delicate effect in the finished shoe. 

The boarded textures are also 
growing in importance for the same 
delicate surface values provided by 
fine shrunken grains. 


The leathers lean heavily toward 
softness and suppleness in keeping 
with the long-term major promo- 
tional theme of the men’s shoe in- 
dustry: softness and flexibility. 

In response to the growing de- 
mand for unlined dressy casuals 
many men’s leathers are now pro- 
duced in weights appropriate for 
both lined and unlined footwear. 

In this area were many lines of 
full-grain glove leathers with waxed 
surfaces and corrected buffed glove 
leathers. 

A particularly interesting leather 
provided in weights appropriate for 
unlined shoes was a reverse sueded 
calf; both sides of the hide are 
finished. This leather is available in 
brown, tan, loden green and gray. 


Black Ahead 55-45 


Indications are that brown has 
not yet gained ascendancy over 
black. Black is maintaining its ad- 
vantage at a ratio of about 55 to 45. 

In the $16.95-and-over price cate- 
gory, brown shows the greatest 
strength, particularly in the darker 
shades. 

Fashionable is brown with olive 
overtones and a textured surface. 
True to both predictions and pro- 
motions this shade is rapidly increas- 
ing in demand. At the present its 
greatest strength lies on the cam- 
pus and throughout the 18 to 25 
age group generally. 

A color that has inspired consid- 
erable speculation but has yet to 
prove itself is American Burgundy, 
a deep wine shade darkened until it 
is a maroon black. It is being pro- 
motioned for town and executive 
wear. 

All things considered, the true or 
“brown” browns remain at the sum- 
mit of acceptance, weakly challenged 
by a few red tints. The red-tinted 
browns are showing strength on the 
basis of their appropriateness for 
antiquing. 

However, manufacturers continue 
to antique all shades; one leather 
salesman said, “The manufacturers 
antique everything today. It’s very 
seldom you can recognize your own 
leather in the finished shoe.” 

By RICHARD C. EDSTROM 
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Shoe Manufacturers Approve Earlier Dates, but— 


Holidays, Weekday Dates Affect Allied Show Traffic 


The first Allied Show to be held 
in December instead of February 
found traffic varying widely in 
sample rooms. The switch to 
weekday timing and the nearness 
of Christmas had their effect. 
But at least on the opening days 
attendance matched other years. 


NEW YORK—Attendance during 
the opening days of the Allied Shoe 
Products Show equaled the registra- 
tion of previous shows. The normal 
traffic pattern was affected some- 
what, however, by the approach of 
the holiday season and the shift in 
show dates from the former “over- 
the-weekend” openings to weekday 
timing. 

In the opinion of most shoe execu- 
tives attending the show, the other 
major change—a two-month advance 
in shoe dates—was necessary and 
advisable. Shoemen said this will 
give them time to plan and prepare 
for the fall-winter 1960 season. In 
the past, the fall-winter shows were 
held in February. 

Allied Show officials said their ex- 
ecutive committee will study care- 
fully the timing of future shows to 
satisfy both exhibitors and buyers— 
particularly in regard to weekend vs. 
weekday dates. If the facts indicate 
a “working weekend” pattern is de- 
sired, they will act accordingly. 


Traffic Tops Predictions 
Many exhibitors at the show, in 
New York’s Trade Show Building, 
said traffic was much better at the 
December show than they had an- 
ticipated. One top executive de- 
clared: “Traffic has been very good. 
We were prepared for something less 
than at previous shows. However, 
we have had excellent results.” 
This exhibitor found that “a lot 
of people like the earlier timing, es- 
pecially the manufacturers from 
California and the South. Actually 
you don’t have seasons any more,” 
he remarked. “Styling is a continu- 
ing process.” 
Attendance in the individual sam- 
ple rooms, however, did show strik- 
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ing contrasts. In some there was 
very little activity; in others, en- 
thusiastic reports or evidences of 
exceptionally good business. A de- 
signer who works with some of the 
biggest shoe manufacturers in the 
country reported the best show that 
he had known in over 30 years in 
business. The manufacturer of some 
smart and unusual shoe ornaments 
for both men’s and women’s shoes 
reported the best show in the firm’s 
21 years. 

The Allied Show’s general advi- 
sory committee, comprised of key 
executives of the various industry 
groups in the shows, elected Fred 
N. Phillips as general chairman of 
the 1960 shows. He succeeds Jerome 
Schlakman, advertising and promo- 
tion director of American Biltrite 
Rubber Company. 

Mr. Phillips is president and trea- 
surer of Phillips-Premier Corpora- 
tion of Boston, national distributors 
of synthetic upper materials for the 
shoe industry. 

Accepting his new post, Mr. Phil- 
lips said: “Moving into the ’60’s, an 
era that will set a tremendous pace 
in new development in the shoe in- 
dustry, the $400 million allied shoe 
trade industry expects to play a 
greater role than ever in helping to 
advance the footwear industry to 
new levels of prosperity. Our semi- 
annual Shoe Resources Market 
(which includes the Allied Show) 
is one movement certain to acceler- 
ate and to coordinate the new de- 
velopments the shoe industry needs 
and desires, to parallel the vast ex- 
pansion our economy will experience 
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in the ‘Soaring Sixties’. 


Few All-New Products 

There were close to 200 exhibitors 
at the December show. While there 
seemed to be nothing strikingly new 
at the show, there were many inter- 
esting new variations on established 
products. Take ornaments, for ex- 
ample. Manufacturers continued to 
show dainty buckles and other metal 
ornaments for both men’s and wo- 
men’s shoes. One such manufacturer 


showed a coordination of buckles for 
sling-back pumps. The buckle on the 
sling strap was matched to the deco- 
rative vamp buckles. Other orna- 
ments included jeweled treatments ; 
the use of mother-of-pearl, wood and 
straw; flowers and bows. 

The matching of jeweled or 
painted clear vinyl vamp trims with 
“glass” heels with the same orna- 
mentation formed an attractive dis- 
play. Ready-cut and ornamented 
vamp pieces for open-toe patterns 
were shown in the same sample room 
with the heels and vamp trims. 
Black plastic heels looked very smart 
and rich with gold ornamentation. 

Viny] plastic had a new look with 
new kinds of embossed patterns in 
the colorless material and in some 
delicate pastel tones. A “Caviar 
Bead” was very effective. Breath- 
able vinyl was new in one sample 
room, where a vinyl brocade and a 
vinyl alligator were also new. 


Stacked Heels Significant 


The importance of stacked leather 
heels was evident in both the genu- 
ine and the covered types and on all 
heights from high to one-inch and 
shaped or even lower. Unbreakable 
types remained strong with the con- 
tinuance of the very thin and high 
heels. The adaptability of wedge 
heels was demonstrated when these 
were shown on smartly styled shoes. 

Soling materials and fillers to give 
lightness, comfort and long wear 
were shown with new improvements. 

The last story showed little 
change. Triple needles have been in- 
troduced but volume is in the double 
needle. One last maker has put his 
new triple needle on a 27/8 heel, but 
the usual height for these heels is 
23/8. The range of 18/8 to 23/8 
covers the best selling heights for 
the snipped-off little squares. The 
wider square toe continues to be 
popular in flats, 6/8 in height. 

The oval toe continues to be most 
successful on stacked heels, 21/8 and 
under. It does not seem to be gain- 
ing ground to any extent and is not 
even included by some last makers. 
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Headlines 





Freeman Wins 3d Term 


As Head of Fabric Group 


NEW YORK — Gilbert Freeman 
of Gilbert Freeman, Inc., Boston, 
was re-elected to a third term as 
president of the National Shoe Fab- 
ric Association at a meeting here 
recently. 

Charles I. Rockmore of Charles 
I. Rockmore, Inc., Brooklyn, was re- 
elected vice-president. 


Victor Newman of Oriental Tex- 
tiles, New York, was elected secre- 
tary. He succeeds Joseph Settino, 
Continental Textile Corporation, 
Boston, who resigned. 


Arthur Burnes of Majestic Fab- 
rics, Inc., Boston, was re-elected 
treasurer. 

At the same session, members de- 
cided to back more intensive re- 
search work to aid shoe producers 
and retailers in “the proper usage 
of shoe fabrics.” 





Government Outlook for 1960 
(CONTINUED FROM PAGE 17) 


as Switzerland, the United King- 
dom, Italy and West Germany. 

U. S. shoe exports, meanwhile, 
averaged less than $3.30 a pair in 
1959—an increase of 3 per cent over 
the previous year. 

Domestically, the average price of 
factory shipments in 1959 was $3.73 
a pair. This represents an increase 
of 5 per cent. Responsible for the 
jump was the marked increase in 
raw material prices, notably leather. 

Commented Mr. Schnitzer: ‘“Man- 
ufacturers reported that in holding 
[price] advances to about 5 per cent, 
they correspondingly diminished the 
scare buying that was in evidence in 
the first quarter of the year.” He 
also pointed out that the steel strike 
did not appear to hurt shoe busi- 
ness, not even for the retailers in 
strike centers. 

Also cited in the government’s re- 
port was the growth of the plastic 
shoe field and the vulcanizing proc- 
ess. Some 1 million pairs of plastic 
footwear were turned out in 1959, 
the report said. Vulcanized shoe out- 
put expanded to about 5 million 
pairs. 
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Fabric Firms Critical of Show Dates 


Preferring later timing for their 
trade shows, some shoe fabric 
houses displayed no fall offer- 
ings—only spring and summer 
lines—in New York. Others had 
reluctantly finished their lines. 


NEW YORK—Some shoe fabric 
houses, convinced that trade show 
dates had been advanced too far, 
showed few or no fall fabrics at the 
Shoe Fabric Show and Allied Shoe 
Products Show here. They did dis- 
play spring and summer materials 
to give shoe manufacturers the op- 
portunity to fill in their orders. 

Among fabric makers as among 
tanners and other shoe industry sup- 
pliers, opinions differed widely re- 
garding the changed show dates— 
mid-December instead of mid-Febru- 
ary, as in the past. The subject was 
discussed wherever shoemen gath- 
ered. 

One representative of a big pro- 
ducer of non-woven materials con- 
sidered the December date a “fool- 
ish” time. It would have been better, 
he declared, to have had no show at 
all. The spokesman of an important 
fabric house, approving of a Janu- 
ary date, said, “We would then have 
been able to catch everybody.” 

Some fabric exhibitors said flatly 
they would not show their new styles 
so early as mid-December. Several 
said also that while they had com- 
pleted their lines, they had been 
under “very heavy pressure” to do 
so. And with some there was the 
complaint that they had had no 
chance to see what the apparel mar- 
ket would offer in materials and 
colors for next fall. 


New Fabrics Shown 

In spite of all this more or less 
negative thinking, there were inter- 
esting new fabrics for both day and 
after-five wear on display at the 
New York shows. 

In the fabrics for daytime wear 
there were both woolens and very 
fine weaves in silk, not too dressy 
for daytime use. A matte satin was 
one; a black silk serge was another. 
One exhibitor had a “spectator 
moiré” shown in tailored styles. In 


the woolen fabrics there were flan- 
nels in a range of colors, and also 
checks and tweed mixtures. 

The fine black silks bridged the 
gap between day and evening. Some 
tapestry fabrics could also be con- 
sidered as afternoon - into - evening 
fabrics. For evening, the materials 
were, as usual, very glamorous: 
lamés; brocades; colorful floral 
prints, some with glitter threads; 
and dyeable glitter cloth and satins. 

A brocade in black and gold was 
well thought of by several fabric 
houses. A glitter sheer mesh was 
not entirely new but had been used 
by one high-style shoe manufacturer 
this past year. Of interest was a 
white satin that had been treated to 
“keep white.” 


Nylon Velvet Gains 

Nylon velvet continued very im- 
portant—even more important, in 
fact, as it is planned for more wo- 
men’s shoes and will go into south- 
ern resort shoe lines on medium 
heels. As many as 30 colors in nylon 
velvet were shown in one sample 
room. 

Colorful and attractive, but also 
very functional, were a number of 
fabrics of man-made fibers designed 
for lining boots and forming gay 
cuffs on boots. One material had 
been treated to serve as an insulator 
for boot linings and sock linings. 

A new “shearling” of 25 per cent 
wool and 75 per cent an acetate and 
a tri-acetate in two heights of pile 
was shown for linings and cuffs and 
collars on boots and_ high-riding 
shoes for winter wear. 


600 Expected at NESLA’s 
Annual Business Meeting 
BOSTON—More than 600 mem- 
bers and guests are expected to at- 
ten the 9lst annual business meet- 
ing and banquet of the New England 
Shoe and Leather Association, to be 


held at the Sheraton Plaza Hotel 
here January 13. 

Guest speaker following the ban- 
quet will be Jack Bell, chief Wash- 
ington political writer for the As- 
sociated Press. 
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Economist Tells NSMA Breakfast: 


Business Outlook Is Bright... If— 


NEW YORK —A favorable out- 
look for business in 1960, providing 
there are no major strikes and no 
resumption of the steel strike, was 
forecast by Dr. Emerson P. Schmidt, 
director for economic research of the 
United States Chamber of Com- 
merce. 

Dr. Schmidt, speaking at the 
“Early Birds” breakfast meeting of 
the National Shoe Manufacturers 
Association at the Statler - Hilton 
Hotel, said new, high levels in em- 
ployment, earnings and output 
should be attained in the first half 
of the new year. Expansion is likely 
to be more rapid than in the second 
half, for the first half of 1959 saw 
tremendous inventory building in 
anticipation of the steel strike, he 
added. 

“For the next six months,” Dr. 
Schmidt said, “we will have inven- 
tory rebuilding, thus providing a 
false sense of expansion. The second 
half of 1960 will see the continua- 
tion of expansion, quarter by quar- 
ter, but not equal to the first half.’ 

Dr. Schmidt foresaw the expendi- 
tures for new plants and equipment 
rising throughout the year, but not 
equaling the volume of similar ex- 
pansion in the third quarter of 1959. 
However, automobile sales will be 
moderately higher, Dr. Schmidt 
feels. 


Foreign Trade More Competitive 


In the field of foreign trade Dr. 
Schmidt sees competition getting 
more vigorous in 1960. He cited the 
fact that Europe is expanding at a 
rate twice as fast at the U. S. and 
is very close to capacity in terms of 
manpower and other measuring 
rods. A proportionate velocity of ex- 
pansion is also true of almost all the 
rest of the world, he said. 

“We must look at the picture as 
a whole. Tariffs are preferable to 
quotas. By the same token, every 
time we shut off the flow of imports 
to this country, we are also shut- 
ting off the flow of exports from this 
country. If the foreigners cannot 
ship that extra billion dollars here, 
they won’t buy the extra billion dol- 
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lars here. It is much better to raise 
the tariff than to resort to quotas,” 
Dr. Schmidt said. 

We can assume from available 
data that our exports will rise in 
1960, Dr. Schmidt stated. Imports 
too will then rise, but if exports are 
even slightly higher, the imbalance 
of the two will be less in 1960 than 
in 1959. 


Less Pressure on Prices 


Dr. Schmidt also forecast less up- 
ward pressure on consumer prices in 
the year ahead as wholesale prices 
have been remarkably stable for the 
past year and a half, with the over- 
all averages about the same as last 
year. 

Raw materials are available, Dr. 
Schmidt said, and estimates are that 
the gross national product should 
reach $520 to $525 billion by the 
fourth quarter of 1960. This would 
increase personal income to $25 bil- 
lion, which should elevate retail sales 
proportionately. 

But Dr. Schmidt enjoined busi- 
nessmen to be watchful as 1960 is an 
election year and is therefore likely 
to be turbulent. 


Chain Sales Increase 11% for 
November, 12% for 11 Mos. 


SHOE chain sales continued to 
show gains in November. Composite 
sales of six major chains for the 
month were up 11.4 per cent over 
the same month of 1958. For the 
first 11 months of 1959, total sales 
were up 12.5 per cent, to $458 mil- 
lion. 

G. R. Kinney scored the biggest 
gains, 14 per cent for November and 
23.4 per cent for the 11 months. 

The other chains reported percent- 
age increases in sales for November 
as follows: Melville, 13.7; Shoe Cor- 
poration of America, 13.05; Na- 
tional Shoes, 9.7; A. S. Beck, 9.1, 
and Edison Brothers, 7.4. 

For the 11 months these sales in- 
creases were listed: Edison, 13.7 per 
cent; Melville, 11.7; Shoe Corpora- 
tion, 10.5; National, 8.5, and Beck, 
3.8. 


‘Mid-Season Week’ 
Applications Mailed 


NEW YORK—Sponsors of the new 
Mid-Season Shoe Fashion Week have 
mailed application blanks to poten- 
tial exhibitors in preparation for the 
February 14-17 event. 

In promoting the new Fashion 
Week, a 12-man policy-making com- 
mittee said the event “will encourage 
manufacturers and retailers to de- 
velop new ideas and promotions to 
stimulate the four-season concept. It 
will enable progressive manufactur- 
ers to test styles in advance of their 
regular presentation.” 

They said also that the Fashion 
Week will be beneficial in encourag- 
ing earlier placement of orders, and 
in projecting fashion trends through 
style meetings. 

The committee’s statement said 
the event “merely takes official cog- 
nizance of the growing requirements 
of shoe manufacturers and retailers 
which were not being met by the con- 
ventional twice-a-year presenta- 
tions.” 

The Mid-Season Fashion Week 
will be held at the Waldorf-Astoria 
by four major trade associations: 
the National Shoe Manufacturers, 
the National Shoe Retailers, the Na- 
tional Association of Shoe Chain 
Stores, and the New England Shoe 
and Leather Association. 

Managing the event are Merrill 
A. Watson, Edward J. McDonald, 
Edward Atkins and Maxwell Field, 
the executive vice-presidents, respec- 
tively, of the four associations. 

The four-day gathering will in- 
clude a series of style conferences 
and fashion meetings as well as shoe 
exhibits. NSRA will hold its style 
conference and committee meetings; 
NSMA will conduct a breakfast pro- 
gram, and the Shoe Women Execu- 
tives will sponsor a luncheon. 

The new Fashion Week occupies 
the calendar period vacated by the 
four major industry supply shows, 
which moved to earlier dates. 

Applications were mailed from a 
Mid-Season Shoe Fashion Week 
headquarters in the Waldorf- 
Astoria, New York 22. Rooms are 
being assigned on the fifth through 
ninth floors of the hotel. Rules of 
participation will not permit the use 
of door signs, the removal of furni- 
ture from rooms, or the use of dis- 
play equipment in rooms. 
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a CUT 
INSEAMING 


5 COSTS 





@ Substantial Welt 
Savings 


e Higher Production 


e@ Smoother and easier 
to operate 


1. addition to substantial welt 
savings the Goodyear Inseam Sewing 


Machine — Model D provides smoot 
faster operation, improved thread 
handling, and tighter inseams for all 
Goodyear welt shoes and practically 
invisible joints in sewed seat shoes. 


her, 


Automatic welt cut-off and controlled 


welt usage combine to give higher 


production at lower cost on all types 


of welt shoes. For sewed seats there 
are the added advantages that the 

welt butting or jointing operation is 
eliminated. Also, a continuous seam 


is 


sewn right over the welt joint for added 


strength at this point. 


If you would like to see more of the 
welting you buy sewed onto your 
shoes instead of in the trash can, 
this is a machine you should 

order now. 


JAnlicd., 
UNITED SHOE MACHINE 
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RY CORPORATION, BOSTON, MASSACHUSETTS 
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“Stepin” No. 1862 

Genuine Australian Kangaroo 
12% to4—AtoC 

4% to7 — AAA to B 


“T-Strap” No. 1883 
Genuine 
TANNERS Australian Kangaroo 
: 8% to 12— B to D Vaisey-Bristol Shoe Co 
12% to4—BtoD 


William Amer Company Monett, Missouri 


Surpass Leather Company 


Ziegel, Eisman & Cc 
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Voice of the ‘Trade 


“Men really notice any boost in the 
price of their favorite brand of shoes,” 
says PAT PATTON, shoe department 
manager of the Harry Suffrin stores 
in Detroit. “They squawk about it, 
too. But, they practically always buy, 
just the same. Guess, they’re just re- 
signed. 

will re- 
linquish his favorite brand, if it has 
priced itself out of his budget and will 


“Occasionally, a customer 


drop down one notch in quality and 
price. 

“We feel that a customer can under- 
stand a price increase, even though he 
objects to it; but he will never be 
reconciled to the poor fit and poor 
wearability of an inferior shoe.” 


“Down grading is definitely not the 
answer to higher prices,” says JACK 
LEE, manager of Napier’s women’s 
shoe store in Minneapolis. Looking 
ahead to spring 1960, he expects sales 
to be better than they were last year. 
Dollar 


prices are up, he believes; but whether 


volume will be up because 


unit volume will be up is hard to say. 
He feels that personnel is the biggest 
problem for shoe stores today. 

* * * 


“Family shoe store retailers, when 


buying today, must realize that the 
that 


there are no distinct age groupings 


trend is still to suburbia and 
when it comes to casual wear,” says 


HARRY FE. FONTIUS, JR.. 


president of Fontius Shoe Company 


vice- 


He continues: 
little 
flats as their daughters and grand- 


in. Denver, Colorado. 


“Older women wear the same 
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daughters. The same is true in men’s 
lines. 

“Watch for growing importance next 
spring of all close-napped suedes . 
vicuna suedes, jack buck, bonny skin 
. . . any leather with a close nap.” 

a * * 

“We're seeing a lot more style shoes 
in our men’s. operations,” says 
HARVEY KOPP of Harvey Kopp, 
Inc., men’s shoe store in downtown 
St. Louis. “At our St. Louis Stacy- 
Adams store, we are definitely getting 
more style shoes than we have ever 
Stocks 
patterns and types are, of course, the 


bought previously. of basic 
backbone of any shoe man’s business. 
But to this foundation, we find that 
we are now adding many, many style 
pairs. It looks to us like the former 
ratio of basics to high-style patterns 
has been upped in favor of style.” 
* * oy 

JOHN F. O DWYER, manager of the 
women’s and children’s shoe depart- 
ments at Waite’s Department Store in 
“Over the 


past year and a half, increased sales 


Pontiac, Michigan, says: 


of women’s dress shoes have been 


almost fantastic. However, while sales 
were zooming in the women’s depart- 
ment, business was somewhat on the 
decline in the children’s department. 
This was due, in part, we believe to 
which 


price increases. In this area, 


is predominantly industrial, paren's 
with several youngsters find it diffi- 
cult to keep them in shoes. 

“We have put in an extra, lower priced 
line to combat the rising prices of our 
established lines and to fill the needs 
of our customers. Another cause of 
lower sales in our children’s depart- 
ment is due, we think, to the advent 
of adjacent shopping centers which 
seem to be pulling some of the chil- 
dren's shoe business away from us. 
We noted a drop in sales as soon as 
the centers opened. Parents, particu- 


larly mothers, probably find it easier 
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to park quite near the shoe store in 
the center and, therefore, easier to 
manage little children on a shopping 
trip.” 


tt a * 


“Population, prosperity, promotion, 
production and profits are the keys 
to our industry’s success in the fore- 
seeable months,” says A. WEINMAN, 
“The 


president of Five Star Shoe. 


people boom, with its increases ia 
gross national product and spendable 
income, is fostering thousands of new 
shoe stores and other new shoe-selling 
units. The story of massive shopping 
centers, drive-in shoe stores, discount 
operations, leased departments and 
grocery supermarket shoe interest are 
well-known. This explosion of people 
compels the retailers to bring to new 
areas the showcase for footwear, quick 
access to the purchase; and for manu- 
facturers, the prompt reorder. 

“With so many units within our own 
industry competing for the consumer's 
shoe dollar; and each industry com- 
peting against the other for that same 
dollar, industry-wide promotions and 
individual store and manufacturer 
promotions will reach the highest level 
of all time in terms of both cost and 
ingenuity.” 

% % % 

“The retail sale of shoes will show a 
the consumer 
1960,” 


substantial increase at 


level, in the spring season of 
says P. D. BLAIN, 
stock sales at Endicott Johnson Cor- 
Easter is April 17, three 
1959, 
itself, is conducive to better business. 
“We feel that the retailer's inventory 
position will require him to buy. He 


director of 


poration. ~“ 
than in This, in 


weeks later 
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is anticipating a much better spring 
business and is ready and willing to 
buy. Every one in the industry, from 
leather processor to retailer, must be 
sales and style conscious at all times; 
but must not overlook the necessity of 
selling his products at a profit.” 


* * * 


“Casuals present the best and most 
logical growth potential in the men’s 
shoe business,” says SAM PEDOTT, 
men’s shoe buyer for O’Connor & 
Goldberg, independent Chicago shoe 
chain. “By tradition, men have never 
been either inclined or persuaded to 
buy more than two pairs of shoes a 
year. Some haven’t even as yet come 
around to buying two-season shoes. . . 
both light and heavy types. We are 
still in the process of educating them 
to buy shoes . . . like women do . 

to go with a particular suit, for a spe- 
cific purpose. 

“The trend to casual living and casual 
clothing is helping a lot. But it takes 
proper promotion to put it across in 
the shoe industry. There are plenty 
ot styles available, but we still have 
to sell the consumer. 

“Retailers should go along with the 
industry promotions and emphasize 
casual styles in their advertising, win- 
dows and especially on the selling 
floor.” 


It’s a wise retailer who gets the plus 
sales!) MAX TEACHER, co-owner of 
Jay’s Shoe Store in Attleboro, Mass., 
suggests a bit of psychology in selling 
the second pair. He says: “I find it 
wise not to suggest a second pair . 

or to ask the customer if he or she 
would like to try a pair of another 
category. 
‘No.’ 

“After I have sold the first pair, | 
put it on the wrapping desk. Then, 
knowing the customer’s size and some- 
thing about his or her preferences in 


The answer is generally 


shoe styles, I bring out another shoe 
of a different type. Casually I suggest: 
‘I'd like to have you try this on’ or 
‘I’d like to see how this type of shoe 
looks on you.’ The customer is willing 
to try on the shoe and often says: 
‘That feels fine. Try on the other one.’ 
This practice has sold many multiple 
pairs for us.” 
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Profile... 


by ESTELLE G. ANDERSON 





JOHN JERRO 


HEN John Jerro came to the United States, back in 1921, he knew 

only one word in the English language. That was ... YES. It 

was a most useful word, for it got him a job and his first chance 
in this “Land of Opportunity.” He applied for a job with the Stone Shoe 
Company and answered YES to all their questions. Yes . . . he would be 
happy to take the job. Yes ... he knew he could do a good job. Yes... 
he would work hard and diligently. 


Determination, conviction and courage have done the rest. Today, he 
is president and treasurer of Jerro Brothers, manufacturers of top quality 
women’s shoes that are carried in most of the outstanding shops across 
the nation. 


John Jerro was born in Aleppo, Syria. He remembers the privations and 
strife of the first World War and the subsequent occupation of Syria by 
the French and the English. His father had died at the beginning of the 
war; and his mother was left to fend for her six children. John wanted 
to help. He was fifteen years old when the war ended and, as soon as he 
could manage it, he went to Egypt. There, through the kind offices of his 
cousin, who recommended him to the head of a “provisions” house, he 
obtained a job as a bookkeeper. The fact that his only knowledge of figures 
derived from having watched his father go over his accounts, didn’t deter 
him one bit. The saving grace was the fact that the firm was just starting 
and didn’t have a complete set of books. John evolved his own system, 
slowly and laboriously, guessing most of the time. However, his figures 
balanced and that was the important consideration. He did such a satis- 
factory job, was so proficient, that the owner was loath to see him go. 

But nothing could deter John now. His visas and papers had been cleared. 
He was all set to go to the United States and join his mother, two sisters 
and three brothers. Through the help and arrangements of John’s uncle, 
they had arrived in the U. S. six months earlier and were settled in the 
Bay Ridge section of Brooklyn. 


That was 1920. He came to the United States . 
(CONTINUED ON PAGE 44) 


. . knew only the word 
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Strong Golf Shoe Style 


Strongly American but showing the influence of European styling 
is this new four eyelet raglan blucher combination black and white 
leather golf shoe. American are the medium-to-broad edges, the 
medallion wing tip, and the rounded toe. The low top line with 
the high riding tongue are Continental in flavor. Much of the 
personality in this shoe is achieved by the pinked and perfed wing 
tip, quarter, and lace stay which again are American in styling. 
Cleaning presents no problem as the lace stay may be opened wide 
to permit access to the throat and vamp. Howard and Foster. 
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peek ee ee, Pe ee 
oe ee 


OLORS have been bought conservatively for spring, 
we are told. Well, that is not such bad news pro- 
vided stores carry their black patent and Bone 

their Flight blue and red, too—in a variety of styles and 
in depth of sizes. In fact, from the consumers’ point of 
view, if sizes and styles cover a wide range this may be a 
very good thing. 

There is still time, especially for the smaller, more in- 
dividualized store, to plan some effective promotion of 
this idea. Let them show patent leather, for example, in 
flats, in walking heel and high heel closed patterns, and 
“ll these heels in opened-up sandal types. For further 
variety there is all-over patent, patent trimmed with Bone 
and with white. A dull surface matte kid or calf is an 
effective trim on shiny patent; so, too, is faille or peau de 
soie or satin. Small dainty jeweled ornaments can turn 
black patent shoes into very dressy styles. 

With these black shoes, the off-black hose, very sheer, 
sometimes seamless and sometimes with the new sparkle 
treatment, are the new style look. There is another kind 
of coordination, however, and that is a stocking that 
matches or blends with’ the costume when that is in a 
color. We have shown both types here, “Sparkle” off- 
black and pale “Willow” green, to be worn when the cos- 


tume is in that color family. Hosiery firms have intro- 
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Happy 
Kaster 


Business... 


Call it Spring or call it Easter, black 
patent and pale Bone will be top sellers 


in the first big selling season of 1960. 


Desco shoe and Mar-Kam bag in matching Bone. Shoe 
with new “Red Carpet” sole construction, a soft, very 
springy inner sole of a new chemical material covered 
with genuine deerskin. Seamless hose in pale bone- 
colored “Ivory” by Hanes. Coro bone jewelry. 


duced a range of these light delicate colors to coordinate 


with shoe and apparel colors. “Willow” green is one 
such. 

This “light look” has been given number one rating 
by top style authorities for spring. The light color that 
will start the ball rolling in shoes is Bone in leathers and 
natural in shoe fabrics. When you promote the “light 
look” for spring remember that it can be a head to foot 
monotone of off-white costume, hat, shoes, hose, handbag 
and jewelry or, equally smart, in a blending of several 
With the monotone co- 


ordination, advise one touch of sharp contrast for a really 


pale to medium beige shades. 


smart, sophisticated look; a touch—just a touch in 
hat 


emerald green or deep violet. 


jewelry, gloves, trimming or scarf—of scarlet, 
Stocking colors and types will play a big part in co- 
Skirts will con- 
Opened-up shoes will be more im- 
Open 


toes, sling backs, sandalized vamps call for hose with a 


ordination plans for spring accessories. 
tinue to be short. 
portant. Hosiery will be more visible than ever. 
minimum of toe reinforcement, seamless for open backs. 

This winter, hosiery mills have made a strong point of 
Shoes have followed this trend 


. 


‘sparkle” stockings. 
Patent leather has been increasingly 


their 
for several seasons. 
popular. Luster finishes—on grained and reptile as well 
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by ELEANOR M. RUTTY 


Spring 


Coordinations 


Right: Black patent trimmed with faille and a touch 
of rhinestones in Fashion Craft pump. Matching 
handbag from Pretty Bags. Hanes “Sparkle” off-black 
hose at left. Roman Stripe’s delicate early spring 
green, “Willow,” to tone in with green costumes, at 
right. Coro rhinestone jewelry. 


Below: “Monaco” pump in natural color Tussah 
trimmed with pink-toned calfskin, with matching 
handbag. Both from Town & Country Shoes. Light 
brown stocking, “Dilly Dally” color from Roman 
Stripe. Display stand by Time Manufacturing Design- 
ers. Pinky beige and frosted brown bead jewelry 
from Coro. 


as smooth leathers—will have an important part in spring in the same important shoe color families. The fact that 
styles. And gold shoes are on the verge of a strong more subdued colors—the blacks, the neutrals and the 
comeback. whitened pastels—are the trend will make the matching 

Along with the close coordination of hosiery with shoe or blending of accessory colors easier, more subtle and 
colors, you will find handbags, belts, gloves and jewelry _ prettier. 
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The Break-Through Year 


The year 1959 saw the 600 million pair barrier broken. It was a year 
which dramatically widened the horizons of the shoe business. The adult 
market is experiencing the first intimation of the swift expansion which 
marked the infants’ and children’s age group of the early forties. 


YEAR ago, in this annual re- 

view, the concluding state- 

ment ventured to predict that 
1959 would be a “year of deferred 
opportunity” when the shoe industry 
might come into its own. There can 
be no doubt that the foregoing opinion 
was genuinely prophetic. 1959 was 
more than a year of new records in 
output and sales. It was a year of 
genuine pioneering achievement, a 
year which dramatically expanded the 
horizons of the shoe business. 

In retrospect what is vital in the 
1959 chapter cannot be described by 
the usual figures and comparisons. Of 
course the data are interesting and 
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worth noting! Much more interesting 
and important is the discovery by 
shoe men in 1959 that market poten- 
tials are not vague abstractions. They 
are the basic material of business 
growth and profitability. The past 
that 
potentials in the shoe industry are not 
figments of 


year demonstrated explosively 


research imagination. 
They herald opportunity for aggres- 
sive and alert industry. 

Everyone having the slightest famil- 
iarity with the shoe industry is aware 
that 1959 saw the 600 million pair 
barrier broken. For years the industry 
had anticipated the day when output 
would cross into a new plateau, 600 


BUSINESS RECORD 
OF A RECORD SHOE YEAR 


million pairs. That happened in 1959 
and the surge was predictable. In last 
years review the quiet statement ap- 
pears, “Production in 1959 will have 
to exceed 600 million in pairs merely 
to match the present level of con- 
sumption.” 

The background for the forward 
movement deserves comment. At the 
close of 1958 it was generally acknowl- 
edged that the shoe industry had been 
hobbled by excessive caution. Recession 
in the capital goods areas of the econ- 
omy had not significantly affected 
Retail 
therefore, had not been impaired in 
1958, but uncertainty 


consumer demand. volume, 


caution and 
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New Market Potentials... 


braked production trends. Pipelines 
became thinner until the sheer neces- 
sity of getting merchandise to meet 
consumer demand forced more nor- 
mal trade activity upon the scene. 
Shoe output in 1958 was considerably 
below shoe consumption and 1959, 
consequently, began with a rush to 
refill stocks. 

Changing sentiment in the shoe in- 
dustry was aided by the tide of busi- 
ness recovery generally. Early in 1959 
the debris of recession had largely 
disappeared. A strong note of con- 
fidence was widely echoed in business 
circles. The misgivings of the preced- 
ing year gave way to optimism in 
sustained economic recovery. Above 


all, producers and distributors in the 
soft goods industries began to recog- 
nize the meaning of steadily rising 
disposable income. 

Finally, raw material market de- 
velopments gave strong impetus to the 
shoe year. An unprecedented advance 
in hides and skins for a peacetime 
year, stimulated forward buying and 
covering in shoes and leathers. The 
scramble to anticipate needs, before 
higher prices would be quoted, gave 
a feverish quality to markets in the 
spring of 1959. Over a period of less 
than three months, domestic cattlehide 
quotations jumped more than 100 per 
cent. Hence, there were strong incen- 
tives at work throughout the industry. 


Was the market eruption of early 
1959 a completely unexpected and 
mysterious event or had it been anti- 
cipated? The causes were certainly 
clear enough and several industry 
spokesmen had warned that drastic 
price developments were imminent. 
There were three major, underlying 
reasons for the violent price change: 
First, domestic raw material supply 
declined as cattlemen held back stock 
in 1958 and 1959 to expand herds. 
Second, the Soviet Bloc countries be- 
gan to purchase hides and skins ex- 
tensively in world markets in order 
to increase shoe output. Third, and 
perhaps most important, industry in 
the U. S. had allowed inventories to 
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run down. A frantic effort to replace 
stocks poured high octane fuel on the 
market flame. 

During the latter half of the year 
markets cooled off considerably. The 
inevitable consequences of forward 
buying brought a period of trade di- 
gestion and hides and skins lost a 
good part of the previous advance. 
the benefit of 


hindsight. that the peaks and valleys 


It would seem. with 
represented in large degree the oscil- 
lation of the 
inherent facts of supply and demand. 
While that 
the and 


swings in 


sentiment rather than 


condition is familiar to 


shoe leather industries, the 
1959 were exceptionally 
violent. 

In perspective, it seems likely that 
shoe production in 1959 would have 
reached the same approximate total 
whether markets had been stable or 


they did. 


must match 


fluctuated as widely as 


Sooner or later output 
consumer demand and the most com- 
pelling aspect of the 1959 shoe story 


is the trend of consumption. 
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The Consumer Market 
When all the statistics of produc- 
tion, all the tidy analyses of supply 
and demand, are wrapped up for the 
year, the vital and determining facts 
the 
recent 


concern consumer. Again and 


again in years business has 
lost sight of these salient facts. For 
the shoe industry, the dimensions of 
its potential market have been and 
remain the challenging guidepost. 

In 1959 the the 


potential shoe market could not be 


dimensions of 


taped by census numbers alone. It is 
that 
creased. with the census count exceed- 


true population numbers — in- 
ing 180 million by the close of the 


the 


available to consumers for satisfying 


year. Personal income, funds 
wants and needs, expanded even more 
than population, rising by almost 5 
per cent. To this formidable combina- 
tion of greater numbers and rising 
disposable income, there was added 
a third factor. 

Until very lately the large annual 


increment in U. S. population, a 


955 1960 


growth which became spectacular in 
1941, swelled the ranks of children. 
Now the wave of population gain has 
begun to reach the young men and 
women. In effect, the adult market is 
experiencing the first intimation of 
the swift expansion which marked the 
infants’ and children’s age group in 
the early forties. The significance of 
this change for consumer markets will 
be far-reaching. First, it means a 
steady large growth factor in adult 
markets for the first time in a genera- 
tion. Second, the juvenile market will 
continue to benefit from a high birth- 
rate as well as the absolute gain in 
population. 

It may also be noted, in connection 
with the above facts of population 
growth, that youngsters now reaching 
adult years have experienced different 
standards of consumption than their 
elders. They matured in an era of 
higher living standards. For example, 
in their lifetime the per capita con- 
sumption of children’s shoes was al- 
most double the standard of twenty- 
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The impact on the 
economy of a large increase in adult 


five years ago. 


consumers with higher living stand- 
ards and objectives than ever before 
may become the most important 
market consideration of the next 
decade. 

The Figures 

Subject to the inevitable corrections 
of the tabulators, 1959 shoe produc- 
tion totaled 635 million pairs. Al- 
though the largest year to year gains 
were recorded in the first half, pro- 
duction continued to show substantial 
increases in the second six months. 
Production expanded in all classifica- 
tions, but the relative gain in men’s 
shoes was outstanding. Presumably, 
style and pattern diversification in 
men’s shoes are at long last yielding 
the fruit of greater pairage. On a per 
capita basis men’s shoe production 
was the best in eight years. Surpris- 
ingly, output of infants’ shoes dis- 
played the smallest relative gain of 
any category. 

While the 1959 gain in output ap- 
pears large, the average per capita 
level of shoe production changed very 
modestly. A ratio of 3.59 pairs in 
1959 is an advance of less than one 
tenth of a pair per capita from the 
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average of the previous four years. 
Moreover, only in women’s shoes did 
production set a new per capita pro- 
duction record. In every other type, 
the 1959 averages were exceeded at 
some time in For that 
the total output 
and the composite gain in the per 
capita average during 1959 need not 
be regarded as extraordinarily large. 


past years. 


reason increase in 


It was to be expected that the data 
of consumption would show less 
change in 1959 than output. Retail 
volume during the past few years has 
exhibited stability far greater than 
the industry generally realized. In 
1958, for example, a year of recession 
in heavy industry, retail shoe volume 
actually increased. The gain was less 
than warranted by population growth, 
but dollar volume and units did move 
ahead. And, if that was the measure 
of a recession year, was it surprising 
that 1959 exhibit 
growth? 


should genuine 

The consumption record of the past 
year did not take place according to 
Monthly 


sales figures were, in fact, received 


plan or even expectation. 


sceptically until persistently good re- 
sults conveyed a grain of conviction 
in the reality of market potentials. In 


NATIONAL INCOME AND 


some quarters it was asserted that 
sales in the first six months were not 
a solid criterion; only when higher 
costs would be reflected at retail in 
the fall of the year would a real test 
of consumer response be noted. The 
final months of the year passed the 
test with flying colors. A higher level 
of shoe prices did not interrupt the 
positive trend of consumer demand 


for shoes. 

One factor which undoubtedly con- 
tributed to the 
retail was the improved condition of 


favorable results at 
shoe inventories. Heavy output and 
shipment of shoes from factories to 
distributors prevented lost sales, stimu- 
lated merchandising and backed pro- 
motions in depth. For the first time 
in many years the shoe industry met 
an expanding consumer market and 
did The 


percentage of personal ex- 


not come off second best! 
income 
pended upon shoes in 1959 showed 
a minute, fractional increase, thus re- 
versing a long decline. 

Despite all the evidence of vigorous 
the 


purchasing power available for soft 


consumer demand, evidence of 
goods, a persistent question haunted 
the shoe industry in 1959. An industry 


recalling the tribulations of former 
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years kept wondering whether produc- 
tion had outstripped shoe consump- 
tion. Conservative analysis points to 
a negative answer. The aggregate con- 
sumption of domestically produced 
shoes came to within a hairbreadth 
of output. The difference, less than 
1 per cent, was hardly sufficient to 
cover the shelves of new stores opened 
during the year. A per capita con- 
sumption rate of 3.56 pairs required 
at least 630 million pairs of shoes in 
production. 


Price Psychology or Psychosis 

For years it has been a favorite 
theme in the shoe industry that shoes 
were grossly under-valued and offered 
consumers far greater value per dollar 
than virtually any other commodity 
or product. In the spring of 1959 this 
widely held opinion was subjected to 
an acid test: Rising costs necessitated 
higher prices for footwear. Policy de- 
cision within the industry on the facts 
of cost was by no means uniform. 
Many and _ distributors 
acknowledged the facts, determined to 


producers 


maintain quality and adjust price ac- 
cordingly. Others compromised, shift- 
ing components and construction to 
minimize changes in price. Reluctance 
to desert familiar price brackets, mis- 
about 
were almost universal. 

It should be noted, in extenuation 
of concern with shoe price changes, 
that cost fluctuations in 1959 were un- 
paralleled at a time when general 
commodity indexes held steady. If the 
industry’s costs had kept pace with 
the trend of other commodities over 


givings consumer response, 


a long period, then the need for mode- 
rate change would probably have 
caused much less hesitation. The scale 
of the raw material advance in the 
first half of the year precipitated what 
may prove to be the most basic issue 
ia the future of shoe merchandising. 
Can the drive for more units be re- 
conciled with proportionately greater 
dollar volume? 

In the final months of 1959 the ur- 
gency of the price issue largely dis- 
appeared. Lower raw materials 
brought lower costs. Nevertheless, ob- 
jective appraisal of the shoe industry 
provokes a question still to be an- 
swered. Has price become a symbol 
which dominates all other elements in 
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sales policy and motivation? 

Thoughtful observers of the shoe 
scene cannot help speculating on the 
logical end results of unqualified price 
emphasis. Will the qualitative status 
of shoes in consumer thinking be de- 
preciated to the point, possibly, where 
increased physical volume would 
bring a reduced dollar gross? The 
issue is not value as such, because 
value in all price categories and 
brackets is a tribute to magnificent 
production and distribution by the 
U. S. shoe industry. The issue rather 
is whether the full potential of ex- 
panding consumer income and rising 
living standards is needlessly sacri- 
ficed. 

Projection 
At the close of an eventful and 


PER CAPITA 


WOMEN ‘S 


© 


record-breaking year, forecasting 
might seem hazardous. Yet there is 
little risk in projecting the outlook 
for 1960. The pivotal fact for the 
coming year remains the scope of 
consumer purchasing power. At the 
beginning of 1960 the economy is in 
an upswing with major industries re- 
bounding from the enforced curtail- 
ment of the steel strike. With the 
curve of disposable income rising, 
the outlook for consumer spending is 
favorable. Initial over-all projections 
for 1960 envision gains between three 
per cent and five per cent in total re- 
tail volume. If it is assumed that shoe 
consumption merely keeps pace with 
the average increase in demand, total 


(CONTINUED ON PAGES 48, 50, AND 51) 
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PEEK-A-BOOT 


Newly designed to fit spike heel and 
pointed toes...first choice for style- 
conscious women...available in flat, 
cuban and high heel...in floral or 
astrolite pattern...sizes 4-10...in 
clear and smoke...elastic loop... 
sized for snug fit that insures com- 
plete protection when it rains. 


January |. 1960 


WEATHER-ALL 


Keeps children and juniors warm and 
comfy...deep pile collar available... 
easy on and off...sturdy and smartly 
styled...in black, red and white. 




















“Every Store Should Develop 
An Individual Personality...°° 


“This store,” says Rhode Island’s Earl Woolf, “is designed to carry out our 
belief that every store should strive constantly to develop an individual per- 
sonality and to create an identity . . . by methods of operation, merchandising, 


display and promotion. We try to make our stores just a bit different.” 


{bove: the major window is 25 feet 
long and recessed. Hanging egg-crate 
type lighting is used to dramatize 
displays. The side window extends 
414, feet out toward the viewers, giv- 
ing a light, suspended appearance. 


by MILDRED S. SULLIVAN 


The children’s corner has an origi- 
nally designed, full color, third di- 
mension wall mural, plus large cut- 
out plywood balloons. The long 
slatted bench has proven ideal for 
children’s fittings. 








HEN Benjamin Woolf 
opened his first shoe store 


in Cranston, R. I., 35 years 
ago, his basic aim was to have the 
finest retail shoe store in the com- 
munity. He accomplished this by ap- 
plying sound business principles. 

In 1949 his son, Earl Woolf, joined 
the company and now is a principal 
officer in charge of buying, merchan- 
dising, promotion, and display. Realiz- 
ing that a store must grow and 
improve, father and son mapped out 
a plan for future expansion. 

A little over a year ago, a second 
Park Shoe Store was opened in the 
newly-constructed Warwick Plaza Cen- 


ter in Warwick, R. I. One of the 


Above: women’s department has a sweeping 
curved wall of vertical white wood paneling. 
Conforming to this sweeping background is a 
long settee with purple coverings and offset 
sections of blue and apple red. 


The 25 foot self-selection handbag and hosiery 
department has a free-standing abstract 
wrapping counter surrounded by displays o/ 


the newest handbags and findings. 


Below: the Park Shoe Store’s Warwick Plaza 
Shopping Center store has 4000 square feet 
of floor space. The interior has a warm, 
homey atmosphere, with a color scheme of 
soft gray, charcoal black and white accented 
with purple, apple red and blue. 


State’s largest suburban shopping cen- 
ters, Warwick Plaza has parking for 
more than 1100 cars, has several large 
national chain stores, and is located 
in the State’s fastest growing city. Its 
population increased from 35,000 to 
65,000 during the last five years. 

The new Park Shoe Store unit con- 
tains 4000 square feet of floor space 
of which 3000 are devoted to selling. 
Design conveys a warm, colorful, and 
inviting atmosphere with emphasis on 
open, self-selection displays. 

An unusual feature of the 25-foot 
recessed front window is a hanging 
egg-crate type of lighting. Spotlights 
in this box can be used to dramatize 
displays. Low removable panels pro- 
vide practical and effective window 

(CONTINUED ON PAGE 40) 
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Baker Reporting 
from Washington 


(CONTINUED FROM PAGE 12) 

a shoe labeling bill. Lastly, if he can 
bring all these conditions to pass, he 
will have to convince President 
Eisenhower that his bill is in the 
public interest and that it should be 
signed into law. This is unlikely, as 
five key departments and agencies 
of the Eisenhower Administration 
declined in 1959 to support the Por- 
ter bill. And Mr. Eisenhower is not 
likely to oppose the position taken 
by these agencies and approve a 
plan which his lieutenants found so 
lacking in merit. 

3ut the trade should not turn its 
back on Mr. Porter’s labeling plan. 
Within the next 12 months, voters 
will select a new President of the 
United States and a new Congress. 
And the next occupant of the White 
House, as well as the new Senate 
and House members, may be much 
more favorably disposed toward con- 
sumer legislation such as shoe label- 
ing. Mr. Porter actually is building 
for the long pull. While he will fight 
hard for his labeling bill in 1960, he 
believes that time is on his side, and 
he therefore is digging in for a 
long fight. 

a 

Union officials are red-faced over 
the way rank-and-file union mem- 
bers are seeking protection of the 
new national labor reform law. 
(Union heads had assured workers 
the law was a “killer.”’) Most of the 
complaints filed in Washington in- 
volve charges of stealing, fake elec- 
tions, or intimidation of workers. 
It’s increasingly clear why some 
union heads tried to stop the new 
law. 

e 

We can expect some fast and 
forceful action very early next year 
to increase retail wages. 

Secretary of Labor James P. 
Mitchell and a very vocal group of 
Senate and House members are 
planning to launch a higher-wage 
drive soon after the Congress re- 
convenes in January. 

The push for higher wages will 
show up in two forms: 

(1) Bills to impose federal regu- 
lation and wage regulation upon 
merchants; 

(2) Bills to increase the national 
wage minimum to $1.25 per hour. 

Union lobbyists in Washington 
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are telling congressmen who voted 
for labor reform in 1959 (against 
the wishes of labor leaders) that 
they can purge themselves of this 
“sin” by voting for extension of fed- 
eral control and for a higher mini- 
mum wage in 1960, the American 
Retail Federation notes. 

The union officials, still blistering 
over the enactment last year of the 
labor reform law, are using a tit- 
for-tat approach in dealing with in- 
dividual members of Congress. They 
now tell Senate and House members 
they can get off the hook by voting 
for higher retail wages in 1960. As 
1960 is an election year, there are 
undoubtedly many congressmen who 
will welcome an opportunity to re- 
deem themselves in the eyes of labor 
leaders. 

One thing is sure: A minimum 
wage bill will be the first order of 
business for the Senate Labor Com- 
mittee. 

There will be unusual pressures 
applied to Democrats and Repub- 
licans alike in the drive for higher 
wages. To stop this new inflationary 
threat, write or wire your senators 
and your House member now, and 
tell them what regulation of retail 
wages by Washington will mean to 
your business. 


Every Store Should Develop 
an Individual Personality 
(CONTINUED FROM PAGE 39) 


hackings. These not only give the 
store an open look but make it easier 
to change shoe positions and put in 
new window trims. 

The side window extends outward 
four and a half feet toward the 
viewer to create a light, suspended 
appearance. Used entirely for chil- 
dren’s shoes, this window extends as 
far into the store as it does outside, 
giving a 16-foot continuous display 
which definitely leads shoppers into 
the store. 

Inside lighting combines ceiling 
swivel spots, and four-foot recessed 
fluorescent light boxes, with circuits 
so arranged as to provide a number 
of different combinations. 

The interior color scheme is strik- 
ing, creating the warm, homey touch 
that is so necessary for a family 
store. It uses soft grays, charcoal 
black, and white accented with pur- 
ple, apple red, and blue. 

The women’s department, located 
at the right rear, is dramatized with 


a sweeping curved wall of vertical 
white wood paneling. Conforming to 
this curved background is a settee 
bench with purple coverings and off- 
set sections of blue and apple red. 

The children’s corner is truly a 
gay spot with an original full-color 
wall mural of third-dimension circus 
animals plus large cut-out plywood 
balloons set away from the wall to 
provide a realistic effect. Below the 
mural is a long slatted bench which 
is proving practical. 

The 14-chair men’s department, in 
the front left area, is effectively sep- 
arated from the main floor by open 
display fixtures. Highlight of this 
section is a 22-foot open shadow box. 

Chairs in all departments are off- 
black with white covered chairs at 
random locations to create abstract 
contrast. All fitting departments 
have gray wall to wall carpeting 
while the front area has two-tone 
gray plastic tiles set in three-foot 
diamonds. 

All in-store display fixtures are of 
open, light, and airy design with un- 
usually good display possibilities. An 
original Y-shaped unit, located in 
the front center area, is a focal point. 
This is accessible from three sides 
and shows a considerable array of 
shoes without giving a heavy ap- 
pearance. Revolving four-tier metal 
units are used to show single shoes, 
especially loafers, sport types, and 
slippers. 

A completely open 25-foot hosiery 
and handbag department is indi- 
rectly lighted by a curtain wall which 
extends the entire length. This dis- 
play ties directly in line with the side 
outside window. 

The wrapping counter is of free- 
standing abstract design with white 
Formica top. Stockroom space is 
conveniently located in back of each 
department. 

“This store,” says Earl Woolf, “‘is 
designed to carry out our belief that 
every store should strive constantly 
to develop an individual personality 
and to create an identity. This store 
identity is created by methods of op- 
eration, merchandising, display, and 
promotion. 

“We try to make our stores and 
our services just a bit different from 
other stores. After all, the major 
thing any retailer has to offer is the 
difference between his services, his 
merchandise selections, and his man- 
ner of operation, and that of his com- 
petitors. 

(CONTINUED ON PAGE 42) 
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Chicago Retailers Face 
1960 with Optimism 


GOOD pre-Christmas business and 
early interest in advance spring 
shoes help to open 1960 with an opti- 
mistic outlook for Chicago retailers. 
Sales accelerated in November and 
gained strength in December, so that 
in many quarters these two months 
ran ahead of a year ago. Temporary 
end of the steel strike came as much 
needed relief in industrial areas in 
this part of the country. 

Although reports on gift slippers 
are spotty, the general consensus 
makes the past season one of the 
best in several years. Slipper busi- 
ness was active in all price ranges, 
and this helped boost December 
sales. Women’s dress shoe business 
was excellent, and both men’s and 
children’s have also been active. 

December is always a good patent 
leather month in Chicago, and again 
followed through true to form. Both 
patent leather and bone calf have 
taken off well, thus giving a good 
stimulus to early spring selling. Very 
dressy suedes have also done well, 
especially in vinyl combinations. Vi- 
nyl and patent combinations are also 
good as well as all vinyl with bead 
and other decorative trim, and with 
gold or silver brocaded cloth. 

Retailers have also had a good 
sampling of the way summer pref- 
erence will run. Shoes for cruise and 
southern wear have also sold well. 
An interesting point is that this has 
happened in a variety of price 
ranges, even to a degree in less ex- 
pensive shoes. There has been good 
activity on brown and white and 
blue and white spectators, on all 
whites, and on pastels. 

The next two to three weeks, will 
as usual, be devoted to clearance 
sales. However, there will also be ex- 
tensive promotions of opened up pat- 
ents, pastel lusters, bone calf, and 
high color suedes. 


Styles, Colors Are 
Varied at Miami 
SHOE colors and styles are as 
varied as the Miami weather at this 
time of year. While black leather 
and black patents are still tops, 
pastels and holiday shoes present 
a strong picture. 
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Some stores report suede as slow 
while one downtown Flagler St. 
salon reports black suede leading 
with black calf a close second. 
Pumps continue to lead the style 
parade. 

Vinyl is good in all shoes. Whites, 
pinks, blues and yellows are starting 
to go and will definitely predominate 
in the Easter picture. Leathers and 
meshes and a combination of the 
two are being sold in the pastels. 
Halter strap and sandal business also 
was reported still strong. 

Promotion specials in a. down- 
town department store went excep- 
tionally well. They included opera 
pumps and pigskin walkers. The 
opera pumps in pastels as well as 
navy in the $7.90 price range went 
like hot cakes, and pigskins in beige 
in the $6.90 specials were next in 
bulk sales. Bone has started to pick 
up in the $12.99 price range. Holi- 
day shoes in vinyls with rhinestone 
trim selling for $12.99 and $14.99 
went well at the same store. 

Another promotion in molded 
soles at $16.95 were selling in all 
colors including orange, blues, pink, 
tan, beige and white with white and 
natural linen very big. Pearlized 
pinks were very good and brown 
leathers and suedes have picked up 
a little. 

It’s a tossup between dyed-to- 
match and golds for evening. At 
the beach, gold is the formal shoe 
for the season. Dyable linens and 





Swanky... 


Very... Very... Exclusive 


rages atill 


The boot is evolving into fashionable 

hightop footwear that recalls great- 

grandmother's styles. Boston (4 
columns). 


satins are bigger this year than 
ever. Vinyl and brocade-like fabrics 
also are big for the social and holi- 
day season. 


Year-End Selling Seen 
Sluggish at St. Louis 


ST. LOUIS department stores had 
a profitable December. Sales were 
estimated as up between four and 
seven per cent for the month. Shoe 
departments and stores, however, 
cannot boast much of an increase 
over December, 1958. 

Most dealers just about broke 
even. A few registered gains of 
two to five per cent. Shoe traffic 
was sluggish all during the month. 
Children’s business and slippers ac- 
counted for the most activity. 

Totals chalked up for slippers ran 
on an average of four per cent better 
than last year, which was a good 
year. Fuzzy-wuzzy pairs moved in 
all categories and all colors, with 
bright turquoise and bright coral 
leading the women’s and misses’ 
league. Popular gift item for women 
was the 8/8 wedge black velvet 
scuff touched with gold piping and 
featuring gold kid or lame vamp 
trim. Men’s hard-soled kidskin op- 
eras and shearling lined operas went 
well, along with brushed leather 
slipons on foam crepe soles. The 
latter, a casual shoe rather than a 
slipper, was sold for men’s gifts in 
place of slippers, buyers indicate. 
Little boys popular seller was the 
low cowboy-boot slipper, Western de- 
sign embossed. 

Mid-month price reductions on 
groups of women’s pairs did little 
to step up volume. After invitations 
for holiday parties went in the mail, 
women’s outlets noted a sharp in- 
crease in cocktail shoe requests. 
Dressy pumps using sparkle trims, 
vinyl formal slippers with rhine- 
stone trim, and opened up sandals 
were all reported as favored. Some 
county dealers observe that their 
biggest Christmas party seller for 
women was popular-priced dyeable 
satin pumps, closed heel and toe. The 
dyeables give women maximum cos- 
tume-match for minimum outlay, and 
reflect a definite “Let’s ease up on 
the family spending!” trend local 
shoemen are currently sensing. 

(CONTINUED ON PAGE 48) 
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Every Store Should Develop 


an Individual Personality 
(CONTINUED FROM PAGE 40) 


“The independent retailer must 
have the courage to capitalize on 
those things which are in his con- 
trol. The competition of chains, dis- 
count houses, and factory - owned 
stores can definitely be met by the 
progressive independent retailer who 
can keep on top of his community 
situation. To do this he must con- 
stantly analyze what is needed in his 
locality, provide these needs, and 
time his programs accurately. 

“Actually I believe our freedom to 
select merchandise according to our 
particular needs and _ preferences 
from varied sources together with 
our personal attention and contact 
with the public, means the difference 
between a successful independent op- 
erator and the large chain stores. 

“For the independent retailer the 
task of buying is tremendously im- 
portant. I have a few basic guides 
which govern my buying. They are: 
1) to buy merchandise which I feel 
is appropriate for our stores, accord- 
ing to our local situation with the 
thought that each line and style must 
stand on its own merits; 2) to buy 
for quality, value and styling, and 
not to place emphasis upon or be 
swayed by price, dating, deals or ad- 
vertising; 3) to buy the strength of 
each line, believing that the mar- 
ginal items are another company’s 
strength and that these, if they are 
needed, should be bought from that 
company. 

“I do not confine my buying to 
territorial regions believing that 
good shoes should be bought wher- 
ever they are made. I look constantly 
for quality construction, original de- 
sign, and styling. Many fine and 
profitable items come out of medium 
and smaller factories. 

“I do not believe that any one 
manufacturer or one source can be 
‘everything’ to a retailer. I believe 
the successful retailer should think 
for himself and select merchandise 
which he needs and which his cus- 
tomers prefer rather than allow him- 
self to be completely moulded by any 
one manufacturer’s pressure. 

“Do not misunderstand. To do 
justice to a major line, adequate rep- 
resentation must be given to those 
national promotions which will bene- 
fit the individual store. However, 
shoes selected must be those which 
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the retailer feels will reflect the 
strongest part of the manufacturer’s 
program in line with the particular 
needs of his store. 

“Frequent sizeups are a must. I 
endeavor not to fill all my needs in 
advance buying. In our type of op- 
eration, we try to keep at least a 40 
per cent open-to-buy position. It is 
not easy to do this, and more em- 
phasis than ever is placed on the 
maintenance of inventory controls 
and sales records to serve as actual 
guides upon which to make advance 
commitments. 


BENJAMIN WOOLF EARL WOOLF 
“It is very important to keep up- 
to-date on all events in the industry. 
I find the trade publications most in- 
formative. In fact I keep a file of 
feature articles. Ideas gained from 


articles and photographs from the 
BooT AND SHOE RECORDER helped 
considerably when we were planning 
the new store. 

“I obtain a rich background of 


ideas and inspiration from these 
trade publications, from regional 
shows, and from conversations with 
other retailers, salesmen, and manu- 
facturers. From this information, 
trends can be interpreted and 
brought down to the local level. 

“I find it very important to keep 
our salesmen briefed on fashion de- 
velopments and news of the industry. 
I have my salesmen view new lines, 
attend the shows whenever possible, 
and assist in buying selections. We 
hold meetings to give our salesmen 
all this information; this builds es- 
sential confidence in our men. If 
they know their business and are not 
hesitant with customers, the sale is 
half made.” 

Advertising and promotion take a 
number of different forms with the 
Park Shoe Stores. Newspaper ads 
and radio commercials are used regu- 
larly. The opening of the Warwick 
store was announced in a full page ad 
in the metropolitan Providence news- 
paper, and more than $700 worth of 


free shoes were given away. 

Direct mail is used with very good 
results. Mr. Woolf makes up a spe- 
cial mailing piece which is inserted 
in all monthly statements. These fly- 
ers feature branded lines and illus- 
trate timely fashions. He also uses 
manufacturers’ printed pieces, sea- 
sonal catalogs, booklets, sale an- 
nouncements, institutional letters, 
birthday cards, and checkup cards. 

Special promotions are used with 
excellent results. Earl Woolf talks 
before club groups telling of the dif- 
ferent phases of the shoe business, 
showing films on the manufacturing 
processes, and displaying current 
shoe styles. 

Mr. Woolf recently staged an un- 
usual and original promotion in the 
form of a shoe fashion show before 
170 women attending a state conven- 
tion. Four factory representatives 
presented their lines and gave out- 
lines of what each was doing in the 
fashion picture. One of the six mod- 
els was Miss Rhode Island; another 
model was Earl Woolf’s six-year old 
daughter, Lisa Rose. 

It all adds up to one thing. It’s a 
story of what uncompromising ser- 
vice, quality branded merchandise, 
effective buying, and good merchan- 
dising and promotions can do. 

Branded lines include the follow- 
ing: Air Step, Town & Country, Fi- 
ancees, Heydays, and Clinic for 
women; Florsheim, Wright Arch 
Preserver, Wall Streeter, and Bass 
for men; Pro-Tek-Tiv, Jumping- 
Jacks, Gerberich, Buntees, Capezio 
dance footwear, and Gerwinettes for 
children. 

Aside from the business side, Mr. 
Woolf and his father are active in 
community affairs. Both are mem- 
bers of the Cranston Rotary Club. 
The founder is a past president and 
now senior active member of Rotary. 
Earl is a past vice president of the 
Cranston Junior Chamber of Com- 
merce and a past member of the 
YMCA Board of Management. 

When asked if the shoe business 
offers a real challenge for a young 
man, Earl Woolf, 31 years old, gave 
a definite answer: 

“Retailing—especially in the shoe 
field—is a young man’s business. To 
be successful it takes enthusiasm, 
know-how, judgment, tact, and spe- 
cialization. In no other field of re- 
tailing (except in technical lines) is 
so much specialized know-how vitally 
necessary.” 
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: Los Angeles 

THE holiday season drawing to a close slowed down the 
pitch of production. A few last minute deliveries to local 
retailers wound up the intense rush to fill all holiday orders. 

It has been a good year for our firms here in Southern 
California. Sales were above those of last year, in some cases, 
by quite a margin. 

The first-of-the-year lull will undoubtedly be a welcome 
relief to most manufacturers. They need time to catch their 
breath before starting into the major portion of spring pro- 
duction. 

The record leather shoe production during 1959 seems to 
have stimulated the industry to strive for and expect even 
greater business in 1960. 

Salesmen on the road have started the push for spring buy- 
ing earlier than usual. Repeated warnings that if the orders 
were not placed within a reasonable time, guaranteed deliv- 
eries might not be forthcoming, have been having effect. Re- 
tailers who have put off buying, hoping for lowered prices. 
will find themselves caught short. There seems to be no an- 
ticipated lowering of price in the foreseeable future. Nothing 
has indicated an immediate rise, but certainly nothing has 
given any indication there would be any reduction. 

Sold orders to date have given the manufacturers a sub- 
stantial indication of the expected trend of business to come. 
It looks to be a very good year and some of the top execu- 
tives have lost a few of the harried wrinkles in their foreheads 
they have been wearing during the past couple of years. 


St. Louis 


LocaL leather representatives are currently grumbling about 
business. Several indicate that they are behind on their quo- 
tas, and point to the manufacturers as the cause. The manu- 
facturers, in turn, justify their limited-buy stands by pointing 
to the retailers. 

Retail buyers admit that as a group they have not rushed 
to place all of their spring buy. There are too many straws 
in the wind that make them hope that the wholesale prices 
of shoes will come down. By holding off, dealers feel, they 
may take advantage of price cuts. Manufacturers remain 
firm. They see no important reductions in their wholesale 
price lists. So a minor Round Robin has developed. 

Producers here expect to see hesitant retailers place their 
orders by the turn of the calendar, give or take a week. 
Since Easter comes late this year, retailers who are still hope- 
ful of wholesale price reductions can afford to hold off a 
short time. However, late ordering will mean added com- 
plications in factory planning and in delivery schedules, and 
if retailers wait too late, producers observe, they may find 
deliveries too late to fit aptly into merchandising plans for 
spring and Easter selling. 

It appears from this market that retail prices will remain 
at approximately their present levels through the spring sea- 
son or longer. Fluctuations in the hide market will not 
change the picture much for manufacturers, even if the mar- 
ket levels off relatively low. Prices of children’s shoes, for 
example, went up as few percentage points as possible at the 
National Shoe Fair, one juvenile maker observes. On many 
patterns the price rise did not actually cover the manufac- 
turer’s rising costs. A lower hide market will help juvenile 
producers catch up, but won’t allow them extra profit. No 
basic price changes are expected from St. Louis. 

The holiday promotion of shoes has reached big-business 
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proportions, according to E. W. Minnigerode, advertising 
manager for the Merchants Service division of International 
Shoe Company. For his division, the percentage of interest 
in Christmas advertising increased 257 per cent in number 
of merchants. In 1957, when Merchants Service sent out its 
initial Noel advertising promotion kit to 325 stores, requests 
were received for 6148 mats. In 1958, 637 stores asked for 
15,000 mats. For the season just passed, 837 stores ordered 
35,000 mats. Mr. Minnigerode said that this totaled a request 
of about 40 mats per store. 


Milwaukee 


BusINEss is good but, “far from roaring,” according to 
shoe producers. Manufacturers report they are closing the 
year on a solid note. Despite the numerous obstacles that 
popped up during 1959, the year’s sales and profit charts 
maintained a favorable level. 

The month of December normally finds plants here slow- 
ing down. This December was an exception; mail orders and 
orders from salesmen out in the territories have been holding 
steady. Retailers are too busy promoting and selling mer- 
chandise before the holidays to give salesmen time to show 
their wares. But some firms here are taking advantage of 
the temporary seasonal lull to take plant wide inventories 

an indication that they are not too busy. 

Spring outlook? A lot of guarded optimism exists. Most 
plant spokesmen are confident that a sharp pickup in retail 
sales will be evident in spring. Few expect that the steel 
strike will be renewed. “The strikers’ wives will see to that,” 
predicts one plant spokesman. 

Men’s shoe producers are not anticipating any drastic 
style changes in the months ahead. Black dress shoes and 
the dark brown hues to coordinate with men’s clothing color 
trends are expected to continue dominating the field. Orders 
for children’s footwear have continued to come in at a healthy 
pace. Girls’ and misses’ novelty shoes featuring sewed on 
square patches of leather are proving very popular for spring. 

The Milwaukee area’s retail activities have dipped slightly 
since mild weather set in at the onset of December. November 
sales were up higher than usual because of cold weather 
and snow that month. As the final weeks of the holiday 
rush approached, dealers were hoping for more wintry blasts 
to revive sales. 


New England 


THE battle of shoe prices seems to have ended insofar as 


New England is concerned. Practically all women’s manu- 
facturers had received substantial orders by the third week 
in December. This applies to some extent even to compa- 
nies specializing in high-style novelties. Volume buyers of 
this type of footwear have been the most reluctant to place 
orders and those received to date have not been as large as 
had been hoped for. However, they have served to give 
manufacturers a backlog for the first time since last spring. 
Receipt of this forward business has sent manufacturers 
into the leather market. Tanners report that buying of upper 
stock increased rapidly in the week following the close of 
the Popular Price Show and that there has been a steady, 
though not overly large, demand since that time. Both 
smooth and textured leathers were bought as were the pearl- 

ized finishes and patent. 
Prices of side leather, in the face of this demand, were 
(CONTINUED ON PAGE 49) 
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Profile: John Jerro 
(CONTINUED FROM PAGE 28) 


Yes; with it he landed an office boy’s 
job with the Stone Shoe Company, 
manufacturers of women’s slippers 
and sandals. During the next five or 
six years, things moved along. John 
finished his elementary schooling. 
(He had only three years of learn- 
ing in Syria.) He also attended the 
Bay Ridge High School for a short 
time. All this was done in the eve- 
ning, after his day’s work at Stone 
Shoe Company was finished. 

As for his job, he performed well. 
Went from general office boy to office 
manager and assistant to Mr. Stone. 
Came a time when they didn’t see 
eye to eye about salary. So John 
quit. He got a job selling fine linens 
for an import-export concern and 
was doing so well they offered to 
put him in charge of their plant, 
either in Madeira or the Philippines. 
But he had to turn them down be- 
cause his mother believed in “to- 
getherness.” She didn’t want her 
family disrupted again. 

Two months later he was back at 
the Stone Shoe Company, where he 
stayed until 1930. Then, for the 
three years between 1930 and 1933, 
he headed the Miller & Radeschi 
Shoe Company. 

But that was not the solution. He 
knew what he wanted, a business of 
his own. On March 24, 1934, he ac- 
complished it. Together with his 
brothers, Albert, Richard, Charles, 
they took one floor at 40 West 27th 
Street in New York City and began 
to manufacture women’s shoes... . 
hand-turned Goodyears. They start- 
ed at the top, with the highest 
grade, best made hostess type mules 
and dressy shoes. One of their best 
known was “the Baboosh,” a monk 
slipper that was a favorite with dis- 
criminating women for more than 
a score of years. Naturally, their 
production was limited . . . about 
forty pairs a day. Several years 
later, when the cement process came 
into use, they adopted the Compo 
method and that automatically in- 
creased production. 

In 1939, Jerro Brothers took two 
additional floors. They now have the 
eighth, ninth and tenth floor at 40 
West 27th Street. On the tenth floor, 
there are the offices and the show- 
room, with its very attractive decor 
and three-panel-wall. Two of the 
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panels are wall-papered and the cen- 
ter one is a huge mirror. These pan- 
els swivel on ball-bearings, to re- 
veal roomy, accessible display cases 
for evening, dressy street and at- 
home shoes. The designing, cutting, 
fitting and stock rooms are also on 
this floor. 

On the ninth floor, there is the 
lasting, Compo, heeling and finish- 
ing department. Then, on the eighth 
floor, the packing, shipping and 
stock-fitting departments. 

Jerro Brothers is a closely knit 
family enterprise. John is president 
and treasurer. Based on his knowl- 
edge and experience of retailers’ re- 
quirements for particular seasons 
and their price problems, he coor- 
dinates the line with his brother 
Richard, who is the designer and 
pattern maker. Incidentally, Richard 
is the artist of the family. He re- 
ceived his diploma from Cooper 
Union in 1931. Albert Jerro is in 
charge of cutting and fitting while 
Charles is head of production. Pres- 





The Reports on the Russian Shoe 
Industry, by William A. Rossi, will 
be continued in the January 15 
issue. 





ent daily output is between 400 and 


500 pairs, distributed throughout 
the United States and Hawaii. John 
makes the entire circuit about four 
times a year and the Islands once 
every twelve months. His son-in-law, 
George Jerro (he is actually a 
fourth cousin), travels the midwest 
and parts of the southeast. 

When asked why he chooses to 
travel so much, John has the answer: 
“I feel that personal contact is one 
of our most important assets. It 
gives me a better understanding of 
the retailers’ problems, the details 
of their stocks, inventory, what their 
customers want. I bring all this in- 
formation back with me and give it 
careful consideration when making 
up the line and filling the orders. We 
make five lines a year. However, we 
never stop adding new patterns and 
new styles to our lines.” 

We said at the beginning that 
John started his career in shoes 
with the one word YES and that 
courage and conviction did the rest. 
Well, he has proved these qualities. 
He believed implicitly in the attrac- 
tiveness, elegance and comfort of 


open type shoes. He continued to de- 
vote a major portion of his produc- 
tion to those types, even when they 
ostensibly went out of favor. Closed 
types had a field day for a long, long 
time. Now, there is renewed interest 
in the opened up types and Jerro 
Brothers is in an excellent position. 
“As the trend increases,” says John, 
“we will continue to make more and 
more open shoes.” 

Other examples of tenacity of 
style purpose: Jerro Brothers con- 
tinued to believe in Spring-o-laters 
and vinyl shoes. They never stopped 
making them. They were first to use 
the unbound (raw edge) topline in 
their vinyl shoes, on the premise 
that they have more flexibility and 
give better fit that way. 

A helpful hint to retailers. John 
says: “One thing that retailers can 
do to increase business and profits 
is to give their personnel more in- 
tensive training in ‘suggestion’ sell- 
ing. If a woman comes in and buys 
one pair of shoes, which she asked 
for, the salesman should be in a po- 
sition to suggest shoes for other oc- 
casions. If she came in for a black 
suede, the salesman might suggest: 
‘Madame, we have just received a 
new shipment of cocktail shoes, dye- 
ables, after-five shoes.’ There is al- 
ways the opportunity to sell the ex- 
tra pair—if the salesman will only 
try. Suggestion selling is the ‘open 
sesame’ to greater profits.” 

John has three sons: Ronnie, 23, 
who was commissioned as a Lieuten- 
ant in the Air Force upon his gradu- 
ation from Georgetown University 
last year. He is stationed in Japan. 
John, 20, who served three years in 
the Marines and has just returned 
home. William, 15, the youngest, 
who is in high school. John also has 
a daughter, married to George Jerro 
(a fourth cousin). She didn’t even 
have to change her surname. 

Pistachio nuts have been one of 
John’s idiosyncrasies, if you can call 
it that. Up until a year ago, he used 
to delight in ordering huge quanti- 
ties of selected pistachio nuts (from 
his in-laws, who are in the business 
in the U. S. and Syria) and send 
them to his friends. Due to weather 
and manpower shortage over there, 
the crops have not been up to John’s 
standards. Rather then send a poor 
quality, he discontinued the prac- 
tice. Needless to say, he is looking 

(CONTINUED ON PAGE 48) 
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take off 


for a profitable season... 


Yorktown Flyweights 


colorful featha-foam crepe solers to retail at $10.95 


Style 6970 
Tan Glove 
Leather 


Style 6972 
Dark Brown 
Ruffee 


Style 6973 
Grey Ruffee 


Style 6974 
Sand Ruffee 
(Dirty Buck) 


Style 6975 
Loden Green 
Ruffee 


Style 6962 
Tan Glove 
Leather 


Style 6963 
Grey Ruffee 


Style 6964 
Olive Tan 
Ruffee 

Style 6965 
Loden Green 
Ruffee 

Style 6966 


Desert Gold 
Ruffee 


Write now for catalog or for salesman to call 
GARDINER SHOE COMPANY, INC. 
MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT 
GARDINER, MAINE 
NEW YORK SALES OFFICE: Marbridge Bidg., 47 W. 34th St. 


FAR WESTERN DISTRIBUTORS: 
Solnit Shoe Co., Buckingham & Hecht 
817 S. Los Angeles St., Los Angeles 
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Another plus for Yorktown merchants: a 
new series of lighter-looking, lighter-feeling 
casuals with soft-stepping Featha-Foam 
crepe soles. Full range of the wanted colors 
available IN STOCK. Priced to deliver top 
values at $10.95 retail. 


IN STOCK FROM ONE SOURCE: 


140 STYLE NUMBERS FOR MEN, AA-EEE; 
6-14, $10.95-$15.95 retail 


28 STYLE NUMBERS FOR BOYS, A-EE; 
2%-7, $8.95-$9.95 retail 


Advertised in 


LIFE and ESQUIRE 





FOR MEN AND BOYS 


THREE GENERATIONS OF FINE SHOEMAKING 





YEAR AFTER YEAR 


Kaun Lewes. we 


BACKED BY A MAJOR 


READERS “ae 


DIGEST wre JOURNAL 


‘CORONET 4 
SEVENTEEN 


TRUE STORY sie 
igh ie, Pus 
. —_ Cynamic 





| THE ONLY PLASTIC BOOT 
ADVERTISING CAMPAIGN! 


oy atOA be Surel 
eS 


when you ask 
foy Rain Dears -- 


EXCLUSIVELY ‘a PRODUCT OF THE LUCKY SALES CO wwe 


TE material 


“NEW HARDI1 


resists spike heels - - - 


are the fine 
rainboots in rain 
<leet or SNOW 


Models fot al) heel 


tc. in both cles 
alee 


and smo* 


COUNTERS EVERYWHERE 


OTH SATIN FINISH 
at SHOE NOTIONS AND RAINWEAR 
caco NEW YORK 


SMO! 
ae INC. 10S ANGELES CHI 


EXCLUSIV 
ELY A PRODUCT OF THE LUCKY SALES CO., INC 


LOS ANGELES, 9 
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The Break-Through Year 
(CONTINUED FROM PAGE 36) 
pairage in 1960 could exceed 640 

million. 

It seems highly probable that the 
shoe industry will be able to operate 
in 1960 with far less disturbance of 
its cost and price structure. The con- 
ditions responsible for sharp change 
and uncertainty in 1959 have begun 
to disappear. Domestic supply pros- 
pects have improved. In spite of the 
growth in world demand for hides 
and skins, it seems likely that a period 
of long range market stability is de- 
veloping. Shoes continue to repre- 
sent extraordinary value in terms of 
the consumer dollar and more than 
ever incorporate the diversity of ap- 
peals essential to evoking consumer 


response. On all counts, therefore, a 
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reasonable projection for 1960 dis- 
closes a year which should match and 
exceed 1959 in volume. Over and 
above the conservative statistical facts, 
there will be the unexplored poten- 
tial of the dynamic American con- 
sumer market. In 1959 footwear 


and prosperity of the shoe business. 
that claim consolidated to the profit 
(SEE TABLES ON PAGES 50, 51) 


Profile: John Jerro 


(CONTINUED FROM PAGE 44) 


forward to the day when he can re- 
sume the custom, not only sending 
them to his friends but he likes 
them too. Almost as well-known as 
the Jerro Brothers name has been 
the pistachio nutshell calling card 
that John has left across’ the 
country. 

John’s extra curricular activities 
are numerous. He is president of 
the Guild of Better Shoe Manufac- 
turers, a position he has held for 
the past ten years or more. He is 
Chairman of the Board of the New 
York Shoe Manufacturers Board of 
Trade. On many occasions, he has 
headed the Shoe Division work in 
the Sister Kenny Foundation and 
other charitable organizations. He is 
also a member of the National De- 
fense Executive Reserve. 

He doesn’t take any vacations. In- 
stead, spends what leisure time he 
can at the family summer home. 

Looking ahead to next season, 
John believes white is going to be 
number one. Followed by dyeable 
fabrics and colorful prints. Prospects 
for business are very bright. Holi- 


Retail Trade 
(CONTINUED FROM PAGE 41) 


For little girls, black velvet 
swivel strap pumps, plain or lightly 
vamp-trimmed, represented the top- 
selling pattern. Scruggs Vander- 
voort Barney successfully promoted 
the pumps with matching velvet 
purses, unique merchandising for 
the young ladies’ field. Black moc- 
toe loafers and russet brown five- 
eyelet brogues shared honors for 
best selling pattern for school-age 
boys. Chukka boots in both desert 
tan and in medium grey were listed 
as good sellers in suburban family 
type stores. 

Normal amounts of storm boots 
moved in December, with stores 
picking up good reaction to the new 
water-repellent corduroy boots in 
red, tan and black. The corduroy 
protectives show up in two styles, 
one a zip front pattern with tri- 
color kitted cuff, the other a side 
laced boot. Grade school children are 
reported as liking the corduroy’s 
light weight, just above the ankle 
height, and ease of getting into 
quickly. 

Stix, Baer & Fuller announced 
plans for a branch store in a new 
suburban shopping center, River 
Roads, in north St. Louis County. 
Completion date is set for Septem- 


made a claim to leadership in the 
soft goods parade. 1960 could see 


day selling depleted inventories and 
merchants need to replenish. 


ber, 1961. Satellite shops at River 
Roads will include shoe stores. 





Shoelace Company Completes 
50th Year 
SCHAEFFER & COMPANY of Reading, makers of Cordo- 


Hyde and other quality shoelaces, completed its 50th anni- 
versary last year. 
The company was started by Charles P. Schaeffer in a 


one-horse stable on Carpenter Street in April, 1909. 
Schaeffer & Co. has since grown to the point where it pro- 
duces more than five million pairs of laces per year and a 
substantial quantity of Cordo-Hyde braid for such unusual 
applications as sewing mooring rings to dirigibles and at- 
taching survival kits to inflatable rubber rafts. Through its 
distributor relationship with United Shoe Machinery Cor- 
poration’s O. A. Miller Division and United’s sales depart- 
ment, Cordo-Hyde also is expanding its business in laces for 
sporting footwear, including ice skates, roller skates, bowl- 
ing shoes, and hunting boots. All of these must be laced with 
a product that has long life, will withstand severe abuse in 
service, and will stay tied. 

Charles P. Schaeffer, still president of the company, first 
entered the shoelace business with the Narrow Fabric Com- 
pany of Reading, a division of Wyomissing Industries. Start- 
ing at the age of 13 at seven cents an hour, he progressed 
from bobbin boy to assistant superintendent of the braiding 
department at a salary of $19.00 per week. While at Narrow 
Fabric, he became intrigued with the idea of manufacturing 
a high quality shoelace—perhaps even one that would last 
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the life of the shoe. With braiding machines provided him 
on credit by Wyomissing Industries, Schaeffer struck out on 
his own, working at night and making sales calls during the 
day. One of his first customers, Farr Brothers in Allentown, 
still buys Schaeffer products. 

By 1920, the firm had grown to 100 braiding machines and 
had acquired an enviable reputation as a manufacturer of 
high quality laces. It was also affiliated by then with Cordo- 
Hyde Company which was located in Brockton, Massachu- 
setts. Cordo-Hyde bought Schaeffer lacings and treated them 
in a chemical bath to provide a smooth, completely saturated 
lace that would be impervious to water and would stand 
wear better. This chemical bath, which was developed over 
the years by Mr. Schaeffer, is one of his most closely 
guarded secrets and is responsible for the success of Cordo- 
Hyde lacing. 

The production cycle starts for Cordo-Hyde braid about 
two years in advance with the purchase of 20 per cent of 
the future crop of special long fiber cotton grown in the 
British West Indies, Puerto Rico, Florida and Georgia. It 
is then shipped to a southern spinning mill, where it is spun 
and re-spun ten times to Cordo-Hyde specifications for stretch, 
strength and uniformity. It is also carefully gassed to re- 
move all lint from the surface and thus minimize the friction 
and wear that otherwise would result. 

Shipped to Reading, the material is dyed, braided into 
continuous lengths, and wound onto reels. If to be processed 
into a standard lace, the braid is then cut to length, tipped 
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and boxed. For Cordo-Hyde products, however, the strands 
are immersed in a chemical bath, dried and then machined 
nine times to remove all the excess impregnant from the 
surface. They then follow the same manufacturing procedure 
as other Schaeffer products. 

The lisle, rayon and pure dyed silk materials that were 
common in the 1920’s are a minor item these days. Cordo- 
Hyde laces are used in both formal and casual footwear, as 
well as sporting shoes, and account for by far the greatest 
percentage of output. Schaeffer still matches the braid to the 
type of shoe—for example, sharkskin or suede—as well as to 
shoe style. But he uses the same Sea Island cotton that he 
has used for 47 years. 

In recent years, Cordo-Hyde has captured a number of 
military and industrial markets for its products. One of the 
most unusual is attaching the metal mooring rings on dirigi- 
bles to the vulcanized rubber fabric of the aircraft. For a 
number of years now the Navy has been using Cordo-Hyde 
lacing for this purpose, and Schaeffer takes great pride in 
the fact that the blimp that explored the Arctic regions in 
1958 was fabricated in part from Cordo-Hyde lacing. 

Another special use is to attach the fishing and survival 
kits to inflatable rubber rafts. This market, developed during 
the early stages of World War II, has been responsible for 
a substantial repeat business ever since. It’s probably news 
to Captain Eddie Rickenbacker, now chairman of the board 
of Eastern Air Lines, that the survival kits which allowed him 
and 11 companions to survive 23 days in an open life raft 
on the Pacific during the early days of World War II, were 
held in place by Cordo-Hyde lacing material. 

Pull cords for venetian blinds, leashes for show dogs, and 
lacing for X-ray machines—these also are outlets for Cordo- 
Hyde products. 


Manufacturing News 
(CONTINUED FROM PAGE 43) 


firm and better grades of calf leather were slightly higher 
with ne reports of reluctance to pay the asking prices. 


Chicago 


THE Chicago market enters 1960 with considerable optimism 
and the expectation of a good six months. This feeling is 
voiced despite the uncertainty of the steel strike settlement, 
an important factor in the economy in this immediate area. 
The temporary halt to the strike brought much needed relief 
in many communities. It stimulated enough buying to reduce 
inventories and strengthen advance spring orders. Most Chi- 
cago retailers ended up November and December in a 
healthy condition. This has been reflected in good orders at 
the factory and wholesale level. In fact, jobbing houses did 
particularly well. This was due to the fact that the late spurt 
in retail business caused a scramble for certain types of 
merchandise, particularly high fashion and dress shoes for 
women. Children’s dress shoes also showed a spurt. 

Most houses are now rounding out their second orders for 
spring. Most retailers are expected to complete their spring 
buys through March by January 1. From this time on, con- 
centration is on summer shoes. Second spring buys still show 
a preference for closed pumps, with single needle toes. How- 
ever, there is a larger proportion of opened shoes than a 
year ago, and this trend is expected to accelerate. Also, 
there have been good orders on squared off points and flat- 
tened ovals. The opened up shoe is expected to take the Jead 
in summer orders. Orders on hand confirm this. They are 
also running heavily on high color suedes, particularly royal 
blue and scarlet red, and on pastels such as mint green, 
nectar, and peach. Vinyl combinations with pastel Justers 
are also proving in heavy demand. 

Currently, the price situation is considered stable and 
expected to remain that way through present buying. 
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This advertisement... 


is appearing in BOATS Magazine, in POPU- 
LAR BOATING and in YACHTING—all current Boat 
Show Issues. 


Now available for civilian use, Nautics® with Fell- 
man Tri-Vac® Soles offer boat owners the same 
sure-footed protection the Navy provides for plane 
handlers on carrier flight decks. There is nothing 
else like them on the market. 


Boating has become BIG BUSINESS. Boating shoes 
can and should be sold in shoe stores for ‘‘extra’’ 
sales because extra sales are just what the shoe 
merchant needs most. 


Nautics® will sell on sight. 


FELLMAN 


TRI-VAC FOOTWEAR, INC. 


42 So. Livingston Avenue 
Livingston, New Jersey 


REPRESENTATIVES: We still have some territory open. 
Write for information. 
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Letters... 
Miami Show: A Clarification 


Editor: 

In the article on the Miami Beach Shoe 
Show in the December 1 issue there is 
an error in the statement that Mrs. Jack 
Rauch is to serve as permanent secre- 
tary. As soon as arrangements can be 
made we intend to have a permanent 
secretary. Mrs. Rauch is acting as ex- 
ecutive secretary for the time being. 

Our new mailing address is 350 Lin- 
coln Rd., Suite 420, Miami Beach, Fla. 

JACK RAUCH, PRESIDENT, 
MIAMI BEACH SHOE SHOW 


‘Information of Great Value’ 
Editor: 


I read Gervase Butler's article 
|“Spring and Summer Clothing Styles’’] 
in the November 15 issue of the Re- 
CORDER with great interest. This is in- 
formation that should be of great value 
to retail buyers and manufacturers’ styl- 
ists; in fact I think articles like this 
are of great help to anyone in the shoe 
business. 

P, D. BLAIN 

DIRECTOR, IN-STOCK SALES 
ENDICOTT JOHNSON CORP. 
ENDICOTT, N. Y. 
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THIS MONTH 


Philadelphia Wholesale Shoe Mart, 
Philadelphia Shoe Associates, Fourth 
St. area showrooms, Philadelphia 
January 10-12 
Philadelphia Spring Shoe Show, Adel- 
phia Hotel, Philadelphia ..January 10-12 
Guild of Better Shoe Manufacturers, 
showings of summer and _ transition 
collections, members’ showrooms, 
Week of January II 
Twin City Shoe Guild, Shoe Fair, St. 
Paul Hotel, St. Paul, Minn. 
January 16-18 
Empire State Footwear Assn., Inc., An- 
nual Show and Convention, Onon- 
daga Hotel, Syracuse, N. Y. 
January 24-26 
New York Shoe Wholesalers Assn., 
Spring Show, members’ sample rooms, 
New York ....January 24-27 
Associated Shoe Travelers of Baltimore, 
Spring Shoe Show, Lord Baltimore 
Hotel, Baltimore January 24-27 


FEBRUARY 


Pennsylvania Shoe Travelers Assn., Inc., 
Summer Shoe Show, Hotels Carlton 
House and Penn-Sheraton, Pittsburgh 

February 

Mid-Season Shoe Fashion Week, Na- 
tional Shoe Manufacturers Assn., Na- 
tional Shoe Retailers Assn., National 
Assn. of Shoe Chain Stores and New 
England Shoe and Leather Assn., 
Waldorf-Astoria Hotel, New York 

February 14-17 


APRIL 


Southeastern Shoe Travelers, Inc., Fall 
Shoe Show, Dinkler Plaza, Henry 
Grady, Peachtree on Peachtree, and 
Piedmont Hotels, Atlanta ....April 24-27 

Mountain States Shoe Travelers Assn., 

Fall Shoe Show, Albany Hotel, 
Denver April 24-27 


Shoe Market of America, St. Louis Shoe 
Manufacturers Assn., Hotels Sher- 
aton-Jefferson, Statler-Hilton and Len- 
nox and St. Louis Merchandise Mart, 

St. Louis .May 1-4 

North American Factory Management 
Conference and Shoe Machinery 
Show, National Shoe Manufacturers 
Assn. and Shoe Manufacturers Assn. 
of Canada, Netherland-Hilton Hotel, 
Cen Bes a vaecwe cave p se May 13-16 

Pennsylvania Shoe Travelers Assn., Inc., 

Fall Shoe Show, Hotels Carlton House 
and Penn-Sheraton, Pittsburgh. .May 15-18 


J 


... 





Edison Gives Yule Bonuses 

ST. LOUIS — Edison Brothers 
Stores, Inc., distributed over $%4- 
million in Christmas bonuses to its 
4000 employees, according to Irving 
Edison, president. The money was 
shared by 700 home office and ware- 
house employees in St. Louis, and 
3500 others in the firm’s 356 shoe 
stores—Chandler’s, Buker’s, Leed’s 
and Burt’s units in 180 cities. 


Boot and Shoe Recorder 





--- Salesmen on the Road 





by BERNICE S. DECKER 


Model Contract Pushed 


COPIES of the model contract 
for shoe travelers adopted at the 
October convention of the National 
Shoe Travelers’ Association, Inc., 
have been mailed to all members. 

Directors of NSTA are urging 
that as many manufacturers as pos- 
sible be asked to adopt the con- 
tract. It’s pointed out that returns 
of a questionnaire sent to members 
last year revealed that only about 
six per cent of NSTA members 
have written contracts. 


Million-Dollar Salesman 


D. D. (Dave) Tolin, who repre- 
sents the Portage Shoe division of 
Weyenberg Shoe Manufacturing 
Company in Southern California, 
recently became the first salesman 
in the history of the company to 
reach $1 million in sales in 10 
months. What is considered out- 
standing is the fact that his sell- 
ing efforts are confined to inde- 
pendent shoe merchants. 

Mr. Tolin, who has represented 
Weyenberg in his territory for the 
past 10 years, is also well known 
for his work with Independent 
Shoemen. He is a director of that 
organization. 

In commenting on his record, 
Mr. Tolin explains that he has 
found the selling of fine men’s 
shoes a wonderful and rewarding 
experience. As to his future, he 
says, “Sell more shoes! This busi- 
ness is such a part of me that I 
can think of nothing but the sell- 
ing of more shoes each year than 
I did the year before. In order to 
do this, I must first serve each 
customer to the best of my ability.” 
His retailers report that they look 
to him for advertising, promotion, 
basic stock and merchandising con- 
trol, as well as they do for sizing 
of their stock and keeping them 
abreast of new style trends. 

Recently Dave, his wife and fam- 
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ily of three children moved into a 
brand new home at 2256 Canfield 
Ave. in Los Angeles. Among the 
prized possessions in the new home 
are many pictures that Mrs. Tolin 
has painted. 


Distaff Department: Denver 


THE distaff side did it again in 
Denver! A lot of the success of the 
recent Mountain States Shoe Show 
at the Albany Hotel is attributed 
to the hard-working members of the 
Women’s Auxiliary of the Moun- 
tain States Shoe Travelers Asso- 
ciation. 

Headed by Beverly (Mrs. Keith) 
Johnson, president, the auxiliary 
officers made cookies and coffee for 
the free coffee and doughnut bar 
they maintained during the show 
for visiting retailers. Before the 
show they stuffed all the envelopes 
given to the 600 registrants, and 
they manned the registration desk 
during the show. 

They found time too to make 
holiday felt match boxes, given as 
favors at the Sunday night dinner. 
Assisting Mrs. Johnson were Jerry 
(Mrs. Frank) Phillips, Diane (Mrs. 
Don) Robinson, Mrs. R. E. Schuster, 
Catherine (Mrs. Sam) Stone, Bev- 
erly (Mrs. Dan) Kole, Elizabeth 
(Mrs. Leonard) Fritz, Lou (Mrs. 
Jack) Bahlman, Helen (Mrs. Tex) 
Lindley, Evelyn (Mrs. Harold) 
Keuhs and others. 

Helen Lindley was elected presi- 
dent of the auxiliary at the annual 
meeting following the show. Other 
officers named are: Beverly Kole, 
vice-president; Elizabeth Fritz, sec- 
retary, and Evelyn Keuhs, trea- 
surer. They are meeting again in 
January to start working for the 
Fall Shoe Market, scheduled for 
April 24-27 at the Albany. 


Hotels Still Lead 

CONTINUING our own informal 
survey of traveling men’s habits, 
we learn that hotels are still more 
popular than motels. Answers to 
a recent questionnaire put hotels 
far out in front as the choice on 
trips. 


Send contributions to: Mrs. Bernice S. Decker, Salesmen 
on the Road Dept., 228 Gr d Bled., E » Mm, 





In some cases the salesmen use 
the hotel room for a showroom also. 
But the preference for hotels is 
probably just a long-standing tradi- 
tion by which traveling men seek 
a little more fellowship and activ- 
ity than they receive at motels— 
with all due respect to the motels, 
of course. 


‘8.62 Cents per Mile’ 

SPEAKING of traveling, here’s a 
statistical note on expenses of sell- 
ing. It comes from Wheels, Inc., of 
Chicago, one of the nation’s largest 
auto fleet leasing firms: 

According to a recent report of its 
president, A. J. Schoen, mileage pay- 
ments to shoe and leather industry 
salesmen driving their own cars on 
company business reached a national 
average of 8.62 cents per mile this 
year. 

National average for all industries 
is 8.91 cents, a record high. This 
represents a jump from a year ago, 
the report states, when the national 
average was 8.22 cents per mile. It 
is an increase of 15 per cent over 
1957, when the national average was 
7.72 cents per mile. 

According to Mr. Schoen, this 
year’s jump in mileage payments to 
salesmen is a reflection both of in- 
creased costs and the nation’s eco- 
nomic recovery. Mileage payments, 
which tended to hold steady during 
the recession of 1957-58, are now 
overcoming their temporary lag as 
companies strive to hold the salesmen 
they have and to add to their sales 
forces. 

The Wheels, Inc., survey repre- 
sents reports from 327 companies 
operating national, regional and 
local auto fleets ranging in size from 
25 to 1000 cars. Companies paying 
a flat mileage rate and those paying 
rates on a sliding scale based on 
territory were both included. 


Noted Here and There .. . 

WEST COAST Shoe Travelers 
have distributed a card to retailers 
listing the dates of Easter Sundays 
for the next 41 years. The card also 
contains a guide to profit percent- 
ages. 
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‘Size Is the Big Thing’: 


2nd Store for Work Shoe Firm 


By VIVIAN ANDERSON 


WESTMINSTER, COLO. — The 
second work shoe store in the Den- 
ver metropolitan area has been 
opened in this suburb by Healy’s. 
The store is in an industrial area 
from which Healy’s other, larger 
store, on the outskirts of the down- 
town section along Denver’s South 
Broadway, had been drawing cus- 
tomers. 

“Now these people don’t need to 
drive the 14 or 15 miles downtown 
for specialized work shoe fitting,” 
says John H. Healy, owner-manager. 
But location is not the paramount 
consideration for a work shoe store, 
he stresses: 

“When you specialize in work 
shoes strictly for men and boys, 
your customers look for you. You 
don’t need to pay the high rentals 
in the newest and biggest shopping 
centers, for you don’t depend on foot 
traffic for your patronage.” 

The new store, however, is by no 
means inconspicuous. It’s in the 
LaConte Shopping Center, directly 
across the street from the Denver 
area’s newest and largest shopping 
center and only a short distance 
from still another center. 

The store, covering 1300 square 
feet, is located in the northwest cor- 
ner of the Metropolitan Denver 
complex. More than 100,000 persons 
live within five minutes’ driving 
time of the store. 


Near Industrial Plants 


The store is only 15 minutes from 
Boulder, eight minutes from Broom- 
field and an hour from popular fish 
and game areas. Sundstrand Turbo 
Division plant and Sterling Tank 
and Steel Company are only two 
blocks away. Wedge-soled safety- 
toed shoes are the volume sellers 
for these companies’ employees. 

“Size is the big thing for us to 
push. Men don’t mention the price 
if we can fit them,” Mr. Healy ex- 
plains. Even in this smaller store, 
he carries 20,000 pairs in stock— 
Red Wing work shoes in men’s sizes 
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from 6 to 15, in widths from A’s to 
quadruple E’s, and in boys’ sizes 
from 10 up to men’s sizes. 

For that “second sale,” he carries 
Connolly dress shoes, sizes 6 to 15, 
triple A’s to quadruple E’s, and 
boys’ dress shoes up to 6. 

Workmen are buying better shoes 
and Mr. Healy has none in his store 
for less than $12.95. Volume busi- 
ness is in the $14.95 line, but he 
sells others up to $29.95. 

Mr. Healy had some special dress 
shoes made up to sell at $13.95. This 
has become the top-selling number 
in his dress line—a four-eyelet, an- 
tique-finish grain leather with a 
moc toe. 


New Manager at First Store 


B. W. Graves has been named 
manager of Healy’s South Broad- 
way store, now that Mr. Healy is 
managing the new one. Mr. Graves, 
with Rollnick Shoe Company, Den- 
ver, for the past two years, was a 
part-owner and manager of William 
Bros. junior department store in At- 
wood, Kan., for 15 years. 

Mr. Healy owns another store in 
Phoenix, Ariz. 

Outstanding feature of the new 
Westminster store is a six-foot-deep 
display window built of knotty pine. 
Fifteen feet long, it is mounted on 
casters so that it can be rolled out 
for refurnishing or for customers 
to “reach in, fee] and handle.” 

Irish Setter boots for sportsmen 
are a big item in the store. Early 
storms in the mountains recently 
have boosted the hunting boot busi- 
ness to all-time highs. 

An ad of Healy’s in a recent Sun- 
day Denver Post offering a picture 
of 13 Irish setter pups for framing 
free, with 25 cents for mailing costs, 
brought more than 300 replies, new 
customers and new names to the 
Healy mailing list. 

Mr. Healy is a firm believer in 
steady newspaper advertising. His 
ad for work shoes and sportsmen’s 
shoes appears on almost every day’s 
sports pages in the Post. 


Heads 210 Associates 


Wendell R. Bauckman, vice-president of 
the Griess-Pfleger Tanning Company, 
Waukegan, Ili., is the newly elected 
president of The 210 Associates, Inc. 


50 Exhibitors Are Expected 
At Baltimore Spring Show 


BALTIMORE—Fifty manufactur- 
ers and wholesalers will exhibit at 
the third annual Baltimore Spring 
Shoe Show sponsored by the Asso- 
ciated Shoe Travelers of that city. 
It will be held at the Lord Baltimore 
Hotel January 24-27. 

Show officials said the number of 
exhibitors represents a 35 per cent 
increase over a year ago. Buyers 
are expected from Maryland, Dela- 
ware, the District of Columbia, Vir- 
ginia, West Virginia and North Car- 
olina. Prizes are planned. 

On the show committee are Harry 
Kaplan, Albert Fine, Harry Levy 
and Dave Gross. Sam Honigsberg 
and Phil Brown head publicity. 

Mr. Gross, a manufacturers’ rep- 
resentative, was elected recently as 
president of the Travelers. 

Other officers are Leo L. Forb- 
stein, International Shoe Company, 
vice-president; Milton Singer, Air- 
Tred Shoes Corporation, recording 
secretary ; Sam Honigsberg, Cavalier 
Shoe Polish Company, corresponding 
secretary; Harry Levy, A. S. Kreider 
& Son Company, financial secretary ; 
and Nathan Handwerger, Economy 
Shoe Store, treasurer. 

On the board of governors are Al 
Levine, chairman; Phil Brown, co- 
chairman; Edward Benesch, Irving 
Schoen, Harry Kaplan, Joseph Bern- 
stein and Everett Tand. 
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175 Lines Due at Empire State 
Show in Syracuse Jan. 24-26 


SYRACUSE, N. Y.—At least 175 
lines of footwear and accessories 
are expected to go on display at 
the Empire State Footwear Associ- 
ation’s 11th annual showing, Jan- 
uary 24-26 at the Onondaga Hotel 
here. Rollin Tuttle, secretary of the 
association, said registration has 
passed the level of last year. 

Exhibit rooms will be on nine 
floors of the hotel, with a registra- 
tion desk for buyers in the lobby. 
The program includes a cocktail 
party Monday evening, January 25, 
at 6:30 followed by a banquet at 
8 p.m. Tuesday at 9 a.m. a member- 
ship breakfast is scheduled, includ- 
ing the election of officers and di- 
rectors, and an open forum session 
dealing with ideas and problems 
concerning the Empire State group. 

Prizes will be awarded at the 
banquet and also through the regis- 
tration lists. 

Last year over 350 retailers regis- 
tered at the show. 


Philadelphia Spring Show 
Expects 45 Lines, Jan. 10-12 


PHILADELPHIA — Forty-five 
lines are expected to exhibit at a 
new, three-day Philadelphia Spring 
Shoe Show in the Adelphia Hotel 
January 10-12, according to Louis 
Berman, one of the organizers. Mr. 
Berman, who is associated with the 
David Brown Shoe Company of Bal- 
timore, distributors, said three floors 
of the hotel have been set aside for 
manufacturers’ and wholesalers’ 
displays. 

Mr. Berman expressed belief that 
the show’s timing is “strategically 
excellent” for spring and Easter sell- 
ing. He said exhibitors hope to at- 
tract buyers from Pensylvania, New 
York, New Jersey, Maryland, Dela- 
ware, Virginia and West Virginia. 

The Mid-Atlantic Shoe Show, Inc., 
which was formerly held in Phila- 
delphia annually in January, has 
been discontinued. 


Guild Showing Slated 


NEW YORK—The Guild of Better 
Shoe Manufacturers will show its 
collections of summer and transition 
styles during the week of January 
11. Showings will be in the various 
firms’ sample rooms. 
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N.Y. Wholesalers’ Show Set 


NEW YORK — The New York 
Shoe Wholesalers Association will 
hold its usual semi-annual showing 
in the companies’ sample rooms Jan- 
uary 24-27. A large turnout is ex- 
pected to view spring lines. Some 
visitors will be awarded tickets to 
a Broadway show. 


John Mann has been appointed to 
manage the Miller-Jones unit in Ft. 
Madison, Ia., succeeding Dale Har- 
lan. Mr. Harlan shifted to Winches- 


ter, Ind., to serve as area supervi- 
sor for a group of Miller - Jones 
stores. 


Potter Plans Biggest Branch 


CINCINNATI, O. — The Potter 
Shoe Company will open its sixth 
and largest suburban outlet next 
fall in the Tri-County Shopping 
Center near here. The store will 
have a 50-foot frontage and 100- 
foot depth and will carry 15 lines 
for the family. The 93-year-old firm 
opened its first branch in 1987. 





the 


aylor 


shoe 





Taylor styles ’em 
with a flair... 
for faster sales 


Taylor’s swagger touch is the selling touch in this 3-eye 
moccasin tie with hand-sewn front. Soft, flexibie .. . 
completely unlined. Typically Taylor. To retail about $20.00. 





Made 


Style 653 
Deep Brown, 
Black Trim 
Style 654 

All Black 


Write, wire or phone collect today for complete information 
E. E. TAYLOR CORPORATION, FREEPORT, MAINE 
also makers of British Walkers shoes for men 
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Genesco Moves into Drive-In Retail Field 


CHATTANOOGA, 
new chapter in Genesco’s retail 
history opened here last month. 
The growing company’s first drive- 
in shoe store made its debut in time 
to lure the holiday shopper. 

The 7550-square-foot store is op- 
erated by Bell Bros., one of Genes- 
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men’s, women’s and juvenile lines. 
Store manager is Don Barrick. J. B. 
Tidwell is operations manager and 
Roy Hodgkins is district manager. 

Now Bell Bros. is planning to 
open 20 more units within a year. 
President Runyon said his firm 
hopes to increase its gross sales 


Bell Bros.’ drive-in unit on Chattanooga, Tenn., highway is crowded with shoppers 
during three-day grand opening. In that period some 2000 pairs were sold. 


co’s fastest-developing retail divi- 
sions. P. C. Runyon, president of 
Bell Bros., said more than 2000 
pairs were sold during the three- 
day grand opening. 

The store’s early success was at- 
tributed in part to “excellent back- 
ing from Chattanooga business and 
civic leaders.” One local radio sta- 
tion broadcast from the store for 
nine hours on the opening day. 

Not only did the store give away 
balloons to each customer during 
the grand opening —it also gave 
each person a pin to burst the bal- 
loon. (Inside each balloon Bell 
Bros. had placed a slip of paper 
authorizing a discount of from 
5 to 100 per cent.) 

The new unit has a_ 100-foot 
frontage along busy Highway 41 to 
Atlanta. A 62-foot-high sign pro- 
claims the store’s presence to pass- 
ing motorists. 

The stockroom alone holds 25,000 
pairs of shoes, including brands 
from almost every plant of Genes- 
Southern Shoe division in 
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by $1.5 million by October 31, 1960, 
compared with the same date in 
1959. In its expansion the company 
will concentrate on roadside-type 
operations, he said. 

Genesco’s executive vice-presi- 
dent and retail president, William 
M. Blackie, expressed confidence in 
a “great potential” for Bell Bros. 


Downtown ‘Blight’ Brings 
Tax Cut for Baltimore Store 


BALTIMORE—At least one city 
has recognized that the effects of 
downtown blight have lowered real 
estate values, and thus should mean 
lower tax assessments for stores in 
the area. 

Julius Gutman & Company, Inc., 
a major downtown Baltimore de- 
partment store, has won a $125,000 
reduction in its tax assessment be- 
cause of “deterioration” in the 
downtown retail area of the city. 
The lower assessment will save the 
store about $4200 in taxes this year. 


ISCO Merchants Service 
Offers Group Life Insurance 

ST. LOUIS—A low-cost group life 
insurance program has been intro- 
duced for members of the Merchants 
Service division of International 
Shoe Company. The plan, which be- 
came effective December 1, is under- 
written by the Metropolitan Life 
Insurance Company. 

As explained by W. N. May, gen- 
eral manager of the Merchants Ser- 
vice division, the program provides 
the individual retailer with a $7500 
policy at a cost of $13.50 per quar- 
ter. No medical examination is re- 
quired for present members who 
have enrolled before January 1, 
1960. New members, as they are 
added to the Merchants Service plan, 
will also be eligible for the low-cost 
group insurance. 

If a dealer is 65 years of age or 
older, he is eligible to take out a 
$3750 life insurance policy at a 
quarterly rate of $6.75. 


Dun & Bradstreet Requests 
Annual Financial Statements 

NEW YORK—This month Dun & 
Bradstreet, Inc., and its network of 
143 offices are mailing their annual 
request for financial statements to 
virtually all U. S. and Canadian 
businesses who seek or grant com- 
mercial credit. 

These requests will go to some 
three million manufacturers, whole- 
salers and retailers in 50,000 cities 
and towns listed in the Dun & Brad- 
street Reference Book. 

According to the company, a busi- 
nessman in mailing his financial 
statement takes the first step toward 
establishing or maintaining his 
credit standing. The statement be- 
comes a part of the credit report on 
his business and a key factor in de- 
termining the credit rating of the 
firm. 


British Slipper Fair Set 

LONDON—More than 8000 slip- 
per styles will be displayed by 39 
exhibitors at the second National 
Slipper Fair in Great Britain, to be 
held February 15-18 at the Imperial 
Hotel, Blackpool, England. Overseas 
buyers are invited, according to The 
Shoe and Leather Record, which 
sponsors the fair. 
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e What's New 
Deck Shoe Said to Resist 


Slipping Despite Angled Deck 

MISHAWAKA, IND.—Mishawaka 
Rubber Company, Inc., calls its new 
deck shoe “The 360°” to emphasize 
the claim of “traction in every direc- 
tion.” The shoe is said to resist slip- 
ping no matter how extreme is the 


angle of the deck. 


Two styles are being marketed: 


circular vamp and _ lace-to-toe. 


“The 360°" by Mishawaka Rubber 


According to M. B. Barrick, Mis- 
hawaka vice-president and general 
sales manager, the shoe has a spe- 
cial crepe rubber sole molded to | 
create “hundreds of deck-gripping 
edges that maintain their function 
throughout the life of the shoe.” 
The sole of “The 360°” is said to 
“clean” itself, rejecting dirt and 
grime. 

The cushion insole has Arch-Gard 
for walking support and the upper 
is of high-grade Army duck. 

“The 360°” is made in white only 


in men’s sizes 7-12 including half- 
sizes. 
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Additional advantages claimed for 
this new oxford are extra savings in 
weight and cooling effect in addition 
to that provided by the ventilated 
uppers. 

The name given is the “Bob Cousy 
All-American Basketball Oxford’— 
a companion of the already estab- 
lished “Bob Cousy All-American 
Basketball Shoe.” Features of the 
latter, including molded outsole for 
positive traction, Posture Founda- 
tion, Hygene insole, loose-lined and 
ventilated upper and complete wash- 
ability, are also offered in the ox- 


Goodrich oxford-type basketball shoe 


ford. It comes in black or white in 
sizes 6 to 15, 16, 17. 





PREFERRED 
BY LEADING 
FOOT-FITTING 
SPECIALISTS 
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IN STOCK 





It went on the market this month. 


Secure Fit at Heel Claimed 
For Oxford Basketball Shoe 

WATERTOWN, MASS.—An ox- 
ford-type basketball shoe designed to 
give comfort and secure fit is an in- | 
novation in the line of the B. F. 
Goodrich Footwear and Flooring 
Company here. 

Chief feature is a hinged heel | 
quarter with eyelet on which a pat- 
ent is pending. The use of this eye- 
let, when the oxford is properly 
laced, results in a completely adjust- 
able and secure fastening at the heel 
for hard playing, stop-and-go, twist- 
ing and turning action of players. 
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No. 85 Black Alpine 
No. 84 Brown Alpine 


Alden-Pedic shoes are designed to satisfy 
“hard-to-fit" cases and build a profitable repeat bus- 
iness. May we tell you about the many benefits of 


our exclusive Foot-Balance® program for foot-fitting 
specialists or family shoe stores? 


Write For Free Progress Report 


EN woe a Cc 


THE KEY TO FOOT-BALANCE * 


C.H. ALDEN SHOE COMPANY 
Custom Boclmakers Suns 1884 
BROCKTON, MASSACHUSETTS 





Leather Shoe Promotion Gets Results at Wise Stores 


NEW YORK—The 16-store Wise 
women’s shoe chain in the Greater 
New York area has reported “in- 
creased traffic, return sales and good- 
will” as a result of a promotion of 
all-leather shoes. 

The campaign, launched with the 
cooperation of Leather Industries of 
America, covers the chain’s units 
from windows to fitting stool. The 
firm is using maps, signs, salesmen’s 
badges of leather, and customer 
cards to stress the virtues of quality 
leather shoes. 

Lawrence A. Schoen, president of 
the Wise Shoe Company, said, 
“There’s no question but that the 
promotion has proved effective.” 

In the main window of each unit 
is a four-by-eight-foot map of the 
United States. It’s made up of 
leather cutouts in half a dozen 
bright colors. Across the map, a 
legend in large letters reads: 
“Beautiful American Leathers Make 
Wise Shoes Better Shoes.” A num- 
ber of leather shoes are pinned to 
each map. 


Customers entering the stores walk 
over large framed “tiles” cut from 
leather bends. On each “tile” is the 
legend: ‘‘Genuine Leather Soles 
Make Wise Shoes Better Shoes.” 

In one week sales personnel dis- 
tributed 10,000 tags at the fitting 
stool and in shoe boxes stressing the 
value of leather shoes. 


¢ Retail Openings 


Denver Area Thom MeAn 


WESTMINSTER, COLO.—A 
new family shoe center has been 
opened by the Thom McAn chain at 
Westminster Plaza Shopping Center, 
metropolitan Denver’s newest center. 
Dale Fox, formerly manager of the 
Lakewood, Colo., Thom McAn store, 
has been named manager. Louis 
Ross, assistant manager at Lake- 
wood, has been promoted to manager 
there. 

The new store is one of an ad- 
vanced type being built all over the 
country by the chain with open dis- 


plays providing for more than 1000 
styles. The Westminster and Lake- 
wood stores are the only family shoe 
centers among the five Thom McAn 
units in the Denver area. 

“We have pioneered the develop- 
ment of family shoe style centers 
where personal service, ample park- 
ing and spacious store interiors ac- 
tually make shopping very pleasant,” 
commented Lester R. Fallon, Thom 
McAn president. He was here for 
the grand opening. 

Thousands attended a three-day 
celebration, receiving free gifts with 
their purchases: for men, shoeshine 
kits or pen and pencil sets; for wo- 
men, wallets or hosiery, and for chil- 
dren, gun and holster sets, dolls or 
pen and pencil sets. 


The GallenKamp’s chain has 
opened another San Francisco Bay 
area shoe store in the Bay Fair 
Shopping Center at San Leandro. 
Opening ceremonies were conduct- 
ed by S. Joseph Blatt, chairman of 
the board of GallenKamp. The 
company now operates 200 stores. 





New Fashions in Baby Shoes by 


) Mrs. Days Gdeal 


WITH FABULOUS 1960 STYLING 


NO. 86 JET AGE TAPERED TOE 
Modern as tomorrow in washable white Nylon 
suede and banded with delicate Nylon French 
lace. Dainty rosebuds add a touch of color. 
Sizes 0-2. 


Modern trend old fashioned 
styling and jet age flair com- 
bine to make these patterns 
“something special’ for 
1960. For detailed informa- 
tion and illustrations of all 


our new styles write for new 
price list today. 


Mus. Days Fleak 


NO. 77 ROMAN SANDAL 
A novel dress-up style. Adapted from a Roman 
Charioteer's 3 strap sandal. Smart and gay in 
all white kid or with contrasting black pattina 
vamp. Sizes 0-2 


BABY SHOES 


MADE IN 
DANVERS, MASS. 


Finest made for 


NO. 89 COLONIAL SQUARE TOE 
Demure simplicity is the word for this gor 
of washable white nylon suede. The tiny 
Quaker two button tongue with band of white, 
blue or maize is an effective detail. Sizes 0-2. 





Bristolite Thermoboot 
On TV 


“The Price Is Right" 


Bristolite Thermoboots will again 
be a feature item on the all 
Sporting Goods Showcase of the 
“Price Is Right” television program 
over the NBC Television Network 
on january 4, 5, 6, 7 and 15. 
Bristolite Thermoboots were the 
hit of a previous “Price Is Right” 
Sporting Goods Showcase and are 
highly regarded by sportsmen and 
outdoor workers because of their 
magnificent insulating qualities. 
Bristolite Thermoboots are pat- 
terned after the original Thermo- 
boot designed to combat frostbite 
and to protect our fighting forces 
in Korea. A unique insulating 
principle incorporating a layer of 
dead air space built into the boot 
keeps body heat from escaping, 
keeps cold and dampness out. 
Bristolite Thermoboots are avail- 
able through the jobber; for fur- 
ther information write Bristol 
Manufacturing Corporation, Bris- 
tol, Rhode Island—now celebrat- 
ing our 25th anniversary year. 
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Shoes via Vending Machine? 
Steel Publication Thinks So 


NEW YORK—The day may not 
be far off when the consumer can 
buy a pair of shoes—along with an 
infinite variety of other goods— 
from a neighborhood vending ma- 
chine. That’s the forecast of Steel- 
ways, Official publication of Ameri- 
can Iron and Steel Institute, New 
York. 

The publication foresaw the erec- 
tion of banks of vending machines 
built into store fronts to serve cus- 
tomers around the clock. Currently, 
Steelways reported, about 100 items 
ranging from fishing bait to pea- 
nuts to turtle soup are distributed 
through these machines. 

The annual volume reached $2.1 
billion in 1958. The number of prod- 
ucts “vended” is growing as new 
machines come along to handle other 
artieles. 

Peering still further into the fu- 
ture, Steelways made this claim: The 
day may come when a man will ap- 
proach a vending machine, press 
buttons indicating his height and 
weight and have top hat, white tie 
and tails emerge in the proper size. 


e About Shoe People 


Steven J. Jay, president of the 
R. H. Fyfe Company, was named 
“Shoe Man of the Year” and given 
a “This Is Your Life” treatment by 
the Detroit Shoe Retailers Associa- 
tion. Morton Hack, Ripple Sole Cor- 
poration, and Sam Plotler, Original 
Sample Shops, were the behind- 
the-scenes impressarios of the skits 
that were presented before an 
audience of 150 shoemen. 

e + e 


Mr. and Mrs. Russell Peterson, 
owners of the Selby Retail Shoe 
Store, Portsmouth, O., outfitted 135 
girls and boys with shoes during 
the holiday season on certification 
of the Salvation Army and a local 
mission. 

* o e 

Mr. and Mrs. Harry Van Ars- 
dale have been named to manage 
the shoe salons at Frank’s Depart- 
ment Store, Fort Wayne, Ind. Mr. 
Van Arsdale will run the men’s 
shoe department and his wife, Mar- 
cile, will manage the women’s and 
children’s sections. The couple sold 
shoes in Fort Wayne stores for 13 


years before moving to Joplin, Mo., 
where they managed Barker’s Shoe 
Store for several years. 

* a e 

Kenneth Forrester has been 
named manager of a Baker’s store 
on Detroit’s Gratiot Avenue. He 
succeeds Oscar Groskind, who 
moves to another managerial as- 
signment in the Detroit area. Mr. 
Forrester joined Edison Brothers 
Stores, Inc., in 1956 in Detroit. 

a 2 * 

William L. Sheffield has been 
named manager of Bowman Shoe 
Store, Boone, Ia., succeeding the 
late Ross F. Carpenter. Mr. Sheffield 
has been working for the Bowman 
Shoe Company in Monmouth, IIlL., 
and Galesburg, III. 


Billy J. Jaggars, formerly man- 
ager of a Chandler shoe store in 
St. Louis, has been named manager 
of Chandler’s downtown Minneap- 
olis store. He replaces Harold L. 
Moore, who was promoted to re- 
gional manager for Edison Brothers 
in Philadelphia. 
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Brown-Kinney Judgment Filed, Appeal Set Bates Styles Designed 


ST. LOUIS—Brown Shoe Company 
has reconfirmed its intention of ap- 
pealing to the U. S. Supreme Court 
in the Brown-Kinney anti-trust suit. 
U. S. District Judge Randolph. H. 
Weber, who found the companies’ 
merger illegal, filed his final judg- 
ment in St. Louis December 8. 
Brown Shoe was given 60 days to 
file the appeal. 

Legally, execution of the terms of 
the judgment will be held in abey- 
ance pending the outcome of the pro- 
posed appeal. 

The judgment gave Brown until 
the first week in March to prepare 
and file a proposed plan by which 
the company would divest itself of 
the stock of the G. R. Kinney Com- 
pany, Inc. The judgment further or- 
dered Brown “to relinquish and dis- 
pose of the stock, share capital and 
assets” of Kinney. Brown was “en- 
joined from acquiring or having any 
interest in the business, stock, share 
capital or assets” of the Kinney 
firm. 

Pending divestiture, the judge or- 
dered that Kinney continue to op- 
erate as “a going shoe business with 
a view to preserving the assets in 
as good condition as possible.” Judge 
Weber said the case would remain 
under court jurisdiction until the 
orders covered by the final judgment 
are carried out. 


In his opinion on the merger case, 
handed down November 20, Judge 
Weber ruled that Brown’s acquisi- 
tion of Kinney violated Section 7 of 
the Clayton Anti-Trust Act in that 
the effect might be substantially to 
lessen competition and tend to cre- 
ate a monopoly. 


Textileather Project Adds 
Space for Finished Fabrics 

TOLEDO, O.—A $65,000 expan- 
sion of warehouse facilities is un- 
derway at the Textileather division 
of The General Tire & Rubber Com- 
pany here, Jules D. Lippmann, gen- 
eral manager, announced. He said 
the project will increase the fin- 
ished vinyl fabrics warehousing 
space at the company’s plant by 
50 per cent. 

The new construction is being 
timed to coincide with the installa- 
tion of a giant new calender which 
will increase Textileather’s produc- 
tivity. The construction of the new 
calender building and the installa- 
tion of new equipment is nearing 
completion. Cost of this expansion 
phase is more than $1 million. 

The new warehouse area covers 
16,000 square feet and is being con- 
structed as an addition to the 
present warehouse building. 





Japanese Footwear Called Threat to Canadian Industry 


MONTREAL — “Unfair competi- 
tion” from Japanese imports threat- 
ens to wipe out “whole sections” of 
Canada’s shoe industry unless re- 
strictions are imposed, an industry 
spokesman has charged. 

Paul A. Samson, president of the 
Shoe Manufacturers’ Association, 
voiced the warning in a year-end 
statement. In the first half of 1959, 
he said, Japanese footwear imports 
shot up almost 300 per cent. Mr. 
Samson said similar competition in 
the textile and other industries “has 
destroyed entire segments.” 

“Up to the present, Canadian fac- 
tories in lower price categories— 
children’s and youths’ — have been 
the hardest hit,” Mr. Samson said. 
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But he added that there are indica- 
tions of “greatly stepped-up _in- 
creases” in imports. 

“There is only one way in which 
to stem the tide of Japanese im- 
ports,” the manufacturing executive 
said. “That is for the government to 
reassess its economic policy and 
bring about some form of curtail- 
ment before irreparable damage is 
done.” 

Mr. Samson pointed to “low over- 
head and cheap labor” in Japanese 
shoe factories.” In contrast, he said, 
Canada has “one of the highest 
wage-cost levels on the face of the 
globe.” Canada’s wages are esti- 
mated at 10 to 12 times higher than 
those of Japan, he noted. 


By Battistoni of Rome 


WEBSTER, MASS.—Roman boot- 
maker Guglielmo Battistoni, who has 
counted some of the world’s best 
known men among his customers, 
has designed a spring collection for 
Bates Shoe Company. The firm says 


Three styles from the Bates-Battistoni 
spring collection: Left, slim slipon with 
stitched toe; top, boot with antique 
metal buckle; right, kiltie-tongue mocca- 
sin with antique buckle. 
this is the first time Mr. Battistoni 
has lent his name to any U. S.-made 
product. 

The Bates-Battistoni 
said to feature specially 
leathers, casual styling, unusual 
hardware and a_ handmade look. 
They are priced to retail at $19.95. 

Bates’ salesmen are carrying 
facsimile pages from the guest book 
of Battistoni’s shop in Rome, plus 
copies of national ads for spring 
featuring the collection. 

A Bates spokesman said Batti- 
stoni’s guest register contains such 
signatures as Winston Churchill, the 
Duke of Windsor, Kirk Douglas and 
Orson Welles. The Roman _ boot- 
maker is known for his original 
men’s shoe designs, 


shoes are 
tanned 


Herley Shoe Moves Factory 

HAVERHILL, MASS.—The Her- 
ley Shoe Corporation, maker of 
Royal Crest men’s slippers, has 
gained 50 per cent more floor space 
for needed expansion by moving its 
factory operations in Haverhill to 17 
Locust St. The company has taken 
over the entire third floor of a build- 
ing formerly occupied by the West- 
ern Electric Company. 
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French Collection Shown 
By Boris Goldstein in N. Y. 


NEW YORK—A new collection of 
French shoes is being shown in the 
sample room of Boris Goldstein at 
47 West 34th St. here. The shoes 
are being made at the Etablissement 
Simon Souillac in Bordeaux, largest 
shoe factory in France. 

The factory, started in 1919, has 
grown from one small building to a 
large modern factory. Here 22,000 
pairs of men’s, women’s, girls’ and 
boys’ shoes daily come off the 200- 
foot assembly line. Processes have 
included cement, California and vul- 


canizing, but this last one has been 
given up. 

American lasts are used in all 
sizes. The women’s shoes exported 
to this country include Louis XV 
heels to retail at $8.95; flats from 
$2.95 to $5.95; and California proc- 
ess at $2.95-$3.95. Slippers will re- 
tail from 99 cents to $3.95. 


Celastic Distributor Named 


CAMBRIDGE, MASS. — Wasco 
Products, Inc. has named Majestic 
Fabrics, Inc. of Boston as sole dis- 
tributor for its Celastic one-piece 
counter and lining. 


e Trade Literature 


Safety Council Pamphlet 
Discusses Safety of Fingers 


THE safety of a worker’s fingers 
—industry’s best production tools— 
is the subject of a new pamphlet 
published by the National Safety 
Council. The pamphlet, entitled, 
Simple Do-It-Yourself Project,” 
deals in a humorous manner with a 
grim subject. A single copy of the 
pamphlet is available free from the 
Council, 425 N. Michigan Ave., 
Chicago 11. 





THE BIGGEST MARKET 


bi . s ~ 
CUSTOMERS 
The best friend a shoe man ever 
had is that loyal and devoted “re- 
peat” customer. You don’t lure him 
with price, style, or gimmick shoes. 
He’s yours, for always, because you 
and you alone give him the comfort, 
the support, the fit, 
possible with a feature line. 


Foot-So-Port has conclusive 
proof of the extra profits you 
can enjoy with “repeat” Foot- 
So-Port customers. 
complete line for men, wom- 
en and children, with not 
one, but many feature ad- 
vantages. Once a Foot-So- 
Port customer... 

a Foot-So-Port customer. 

He’s yours for the ask- 

For shoe fitters in- 
terested in building 
prestige and profit. 
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ing. 


$012 
TAN LUXOR CALF 


FOOT-SO-PORT SHOE co., Oconomowoc, Wis. 
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that’s only 
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always 


SHOES 


Your Best Bat hor 


as it has been for every 
year since 1922 when we started 


Bbc i é 


Best fit of all because made over seasoned 
lasts — one of which is appropriate for custom- 
er's individual foot! 

NO MARKDOWNS, NO LEFTOVERS! 
JUST STEADY TURN-OVER AND REPEAT CUSTOMERS! 
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Are you taking advantage of the greatly 
increased interest in RIDING? 


SEND FOR THE COLT CATALOGUE 
DESCRIBING THE OLDEST AND 
LARGEST LINE IN THE RIDING 
FOOT-WEAR FIELD. 





NOW FOR 
IMMEDIATE 
DELIVERY 
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ROBERT M. BIGELOW FREDERICK 


BOSTON—Three top-level execu- 
tives of United Shoe Machinery Cor- 
poration have been given promo- 
tions by the company’s board of 
directors. 

Robert M. Bigelow was elected a 
vice-president to fill the vacancy 
caused by the death of Clifford 


A. STEVENS ARTHUR W. MOFFATT 


search division in 1929 and was 
made director of research in 1955. 
His home is in Wellesley, Mass. 


Mr. Moffatt, who lives in Brain- 
tree, Mass., has been with the cor- 
poration since 1919. In 1955 he was 
named auditor. Since 1958 he has 
been treasurer and controller. 


Court Dismisses Anti-Trust 
Litigation Against USMC 
BOSTON—A treble-damage suit 
brought against United Shoe Ma- 
chinery Corporation by the Rapid 
Shoe Machine Manufacturing Com- 
pany of Brooklyn, has been dis- 
missed with prejudice in the U. S. 
District Court for the Southern Dis- 
trict of New York. The case, begun 
in 1955 under the Federal anti-trust 
laws, went to trial December 7. Af- 
ter three and a half days, the plain- 
tiff company agreed that the case 
was without merit and Judge John 
F. X. McGohey ordered a dismissal 
with prejudice and without costs. 


Wellco Presents Turkeys 
WAYNESVILLE, N. C.—Wellco- 
Ro-Search distributed more than 
3000 pounds of turkeys to employees 
and to personnel of business and ser- 


Roberts. He was also made a mem- 

ber of the board. Mr. 
Arthur W. Moffatt, controller, 

also was elected a director, and 

Frederick A. Stevens, an assistant in the 

treasurer, was elected treasurer of 

the corporation. 
Mr. Bigelow 


treasurer 


joined United’s re- in Melrose, 


who succeeds Mr. 
Moffatt as treasurer, joined United 
in 1934 after having spent 13 years 
investment and _ banking 
fields. He has 
since 1936. 
Mass. 


Stevens, 


been 


vice groups in the Waynesville area 
at Christmas. The turkeys have been 
presented annually ever since Heinz 
Rollman, the firm’s president, origi- 
nated the idea many years ago. At 
the company’s Puerto Rico plant, 
hams are distributed instead. 


an assistant 
His home is 











MISSOURI HEEL COMPANY'S NEW 
DEVELOPMENTS for the 1959-60 SEASON 


THE THINNEST OF PLASTIC 
HEELS guaranteed not to break 
and the new Silent Step toplift 
that will last the life of the shoe. 


NEW ITALIAN BARREL LOUIS 
HEEL enabling manufacturers to 
use Cuban soles and eliminating 
laying of sole flaps. 


NEW BOULEVARD STYLES IN 
thin plastic heels have the grace 
of dressy Louis heel. 


NEW MOULDED PLASTIC HEELS 
available in all heights and shapes, 
2 have special cups and lips for ef- 
fective tabless shoe construction. 


ryvr~ 


IMULATED LEATHER HEELS OF PRE-FINISHED 
NE | LAMINATED VENEERED PLYWOOD 


These heels look more like leather 
than leather itself! They're half 
the weight; cost much less than 
leather to make; are twice as 
durable. Can be made in any 
height, any style... even the 
very thin shapes, including 
Barrel Louis and Louis-type. 
Send your shoes in so we can 
tread them properly. 


MISSOURI HEEL CO. ¢ 4067 FOLSOM e ST. LOUIS 10, MO. 
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@ Fast IN-STOCK service 
on sizes 1-9, A, B, C, 
D & E widths 

@ Genuine GOODYEAR 
WELT construction— 
to retail $6.95, $7.95 
and $8.95, most 
styles 

@ All shoes manufac- 
tured in our own 
modern plant 
WRITE FOR 

FREE CATALOG 


THE WILLIAM BROOKS SHOE CO. 
NELSONVILLE, OHIO 
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Hussco Appoints Engstrom 

NEW YORK — C. V. Engstrom, 
Inc., a 112-year-old wholesale firm, 
has been named distributor for 
Hussco Shoe Company in Central II- 
linois and Indiana. William Mano- 
witz, president of Hussco, said the 
Engstrom firm will maintain an in- 
stock warehouse in Peoria, IIl., for 
the Huskies line, with sales offices 
in Terre Haute and Fort Wayne, 
Ind. Charles Engstrom heads the 
distributing firm. 


Port Jervis, N.Y., Factory 
Closed After Strike Deadlock 


WILKES-BARRE, PA. — Roselle 
Shoe Company of Port Jervis, N. Y., 
strikebound since early October, con- 
firmed last month it was closing its 
factory and moving operations to 
the Wilkes-Barre area. There they 
will be merged with Amalfi Shoe 
Company. Harry Leibowitz, who 
owns both plants, gave the confirma- 
tion. 

A company-union conference had 
failed to break a deadlock in the 


strike. Local 1420, American Textile 
Workers, sought an increase in the 
minimum pay from $1.10 to $1.25 
an hour. Mr. Leibowitz wanted it 
cut to $1. The Port Jervis factory 
employed 125 persons. 


Chester H. Walker, an executive 
of La Crosse Rubber Mills Com- 
pany, La Crosse, Wis., has been ap- 
pointed to the Nationa] Defense 
Executive Reserve of the Com- 
merce Department’s Business and 
Defense Services Administration. 





Outgrown... 
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The barefoot feel ‘ 
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With Hoy-way molded sole for flexible 
comfort. Priced for volume sales. 
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Dickerson to Market Archlock Line for Men 


COLUMBUS, O.—The Walker T. 
Dickerson Company, manufacturer 
of quality women’s comfort shoes for 
30 years, is entering the men’s shoe 
field. The company has entered into 
a contract under which Wall-Streeter 
Shoe Company, North Adams, Mass., 
will produce a men’s shoe for Dick- 
erson in a price range of $21.95 to 
$22.95. 

Owen H. Dickerson, who was re- 
elected company president Decem- 
ber 15, said the first consignment of 
stock shoes were to be received here 
before January 1. A new catalog will 
be issued to the trade about Jan- 
uary 15. 

“We felt that there was a definite 
opening for a man’s quality comfort 
shoe under the Archlock name, and 
featuring the longitudinal arch and 
metatarsal arch that has made our 
women’s line popular,” Mr. Dicker- 
son said. 

He expressed the belief the men’s 
line will be sold in approximately 
half of the 500 stores now carrying 
women’s Archlock shoes. 

Stock lines will be carried in Co- 
lumbus and make-up orders will be 


shipped from the New England 
plant. 

Dickerson stockholders re-elected 
all present directors and officers. 
They include F. E. Banks, vice- 
president; E. T. Melancon, trea- 
surer, and C. G. Shriner, secretary. 
The group discussed plans for erect- 
ing a modern one-story manufactur- 
ing building southeast of Columbus 
as soon as the present four-story 
Dickerson building at 326 S. Front 
St. can be sold. 


Harold Goldberg Will Head 
Evangeline Shoe, 3 Affiliates 


MANCHESTER, N. H.—Harold 
R. Goldberg, prominent shoe manu- 
facturer here, has been moved up 
from vice-president to president of 
the Evangeline Shoe Corporation 
and three affiliates, succeeding John 
Goldberg, who died recently. 

The three affiliates are Johnson 
Shoes, Inc., and the Manchester 
Wood Heel Company, both of Man- 
chester, and the Goldway Shoe Cor- 
poration of Beverly, Mass. 

Other officers elected for the four 


firms are Robert Goldberg, execu- 
tive vice-president; Eli Fishman, 
vice-president and treasurer; Mil- 
ton Goldberg, vice-president and 
assistant treasurer; Daniel Mat- 
thews, vice-president and comp- 
troller, and William Birenbaum, 
secretary. These officers also serve 
as directors of the four firms. 


Desco Uses ‘Red Carpet’ 
Construction in Three Lines 


NEW YORK—Desco Shoe Cerpo- 
ration’s “Red Carpet” innersole con- 
struction, which offers half-inch- 
thick cushioning, is now being used 
in three of the firm’s.lines: Revela- 
tions, Thrillmates and two styles by 
Desco Debs. The construction, which 
is moving into its first season of 
volume production, has received “en- 
thusiastic response,” according to 
Fred Diamant, president of Desco. 

The “Red Carpet” innersole is said 
to be light, soft and flexible and 
never to mat down. 

Other news at Desco is the intro- 
duction into the Debs line of Compo 
flats, unlined and on three toes: 
double needle, taper and square. The 
shoes will retail from $7.95 to $8.95. 
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| Night Split. 


SURGICAL 
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The foot is enveloped in a smooth seam- 
less upper. The shoe keeps the foot in the 
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Open toe permits free circulation. Steel 
plate between inner and outersole per- 
mits application of corrective force at 
point desired. 
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Made on straight last. 


Medium 000 to 4 


SABELS 
EQUINO-VARUS 


ol wii 


by R. J. Potvin Shoe Co., Brockton, Mass. 
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Dewey & Almy Moves Sales 
Center for Shoe Products 


QUAKERTOWN, PA. — Sales 
headquarters for shoe components 
and artificial leather base manufac- 
tured by the Dewey and Almy Chem- 
ical division, W. R. Grace & Com- 
pany, Cambridge, Mass., have been 
moved to Dewey and Almy’s Endura 
Products plant at Quakertown. 

Philip A. Lamb, head of Endura, 
retains his responsibilities for the 
“Endura” line of impregnated pa- 
pers and assumes new responsibili- 
ties for sales of Dewey and Almy’s 
“Darex”’ shoe products. He becomes 
general manager for both. 

Eugene N. Sidoroff, Endura sales 
manager, becomes sales manager in 
charge of both Endura and Darex 
product lines. 

Manufacturing operations for 
Darex products will continue at 
Dewey and Almy’s Adams, Mass., 
plant. 


New Contract Stitching Firm 
HAVERHILL, MASS. — A new 

contract stitching firm, the Carole- 

Jean Company, has opened here. 


President and organizer of the com- 
pany is Anthony Yemma, who has 
had 27 years’ experience in the con- 
tract stitching business. Operations 
began with 20 employees. This num- 
ber will be increased as the business 
grows. 


Evening Courses in Shoe 
Production Offered in N. Y. 


NEW YORK — Employees in the 
footwear industry are eligible to at- 
tend free training courses being of- 
fered at the Evening School of Fash- 
ion Industries, 225 West 24th St., 
here. 

Three courses are offered: Shoe 
Patternmaking, either Monday and 
Wednesday nights or Tuesday and 
Thursday nights; Shoe Lasting, 
Tuesday and Thursday nights; and 
Stitching and Cutting, Tuesday and 
Thursday nights. The instruction is 
said to offer opportunities for ad- 
vancement on the job. 

Applicants may register at the 
school Monday through Thursday 
from 6:30 to 8 p.m. The only admis- 
sion requirement is employment in 
the industry. 


Genesco Promotes Bowers 
To High Post with Dominion 

NASHVILLE, TENN. — Tom 
Bowers, formerly division manager 
of the Nashville office of Dominion 
Shoe Company, a 
Genesco division, 
has been promoted 
to vice - president 
and general man- 
ager of Dominion. 
He has been with 
the corporation for 
31 years. The ap- 
pointment was an- 
nounced by Hough- 
ton D. Vaughn, a 
Genesco vice-presi- 
dent and president of Dominion. 

John Bracewell, formerly Domin- 
ion’s division manager in New York 
City, has been elevated to vice- 
president of Dominion. He will re- 
main in New York. 

Rex Sleighter becomes a division 
manager of Dominion, also with 
offices in New York. He has been 
administrative assistant to Genesco 
Chairman Maxey Jarman. 


TOM BOWERS 
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I'm a ROMANTIC 


. . because it’s always the 


start of a love affair when a manufacturer 
adds a good Kangaroo pattern to 
his fine shoe line. We live happily 
ever after, too, because light, 
flexible Kangaroo always means 
extra profits. Genuine Australian 
Kangaroo is available from 
William Amer Co. 
Surpass Leather Co. 
Ziegel, Eisman Co. 





Personnel 





HAROLD McGOWAN 
EJ Controller 


FRANK EISENSTEIN 
Elected VP 


Elected... 


Jack M. Wilson, as secretary of 
The William Brooks Shoe Company, 
Nelsonville, O. He succeeds his 
father, H. E. Wilson, who resigned 
because of poor health but will re- 
main as treasurer and a director. 

Frank Eisenstein, as vice-presi- 
dent of the Rex Shoe Company, 
Inc., a subsidiary of Desco Shoe 
Corporation. He is general man- 
ager of Rex’s Exeter, Pa., plant. 


Promoted ... 


Harold P. McGowan, from as- 
sistant treasurer to controller of 
Endicott Johnson Corporation, En- 
dicott, N. Y. He succeeds Miss 
Linda Stanford, recently named 
vice-president, finance. 

Joseph P. Hester, from the Endi- 
cott Johnson Corporation legal de- 
partment to assistant treasurer, 
succeeding Harold McGowan. 

James J. Miner, from the Endi- 
cott Johnson legal staff to assistant 
secretary. He succeeds the late 
William H. Pritchard. 


Resigned ... 


Paul DuPuy, from the vice-pres- 
idency of Lucky Stride Shoes, Inc., 


oR A, 
; so 
<=-~ 


. - 


WM. JEROME, JR. 
Named by Danvers 


WILLIAM YULL, JR. 
Heads Style Unit 
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JAMES J. MINER 
Asst. Secretary 


JOSEPH P. HESTER 
Asst. Treasurer 


Maysville, Ky., for reasons of 
health. Mr. DuPuy, plant superin- 
tendent, had assumed the post last 
October. He has been in the shoe 
industry 42 years. 


Appointed... 


Charles C. Murray, as advertis- 
ing director of G. H. Bass & Com- 
pany, Wilton, Me., makers of out- 
door footwear. He has been assis- 
tant sales and advertising manager 
since 1956. 

Kenneth W. Payne, as sales man- 
ager of Curtis, Stephens, Embry 
Company, Reading, Pa., makers of 
children’s shoes. For the past two 
years he was vice-president and 
general manager of Ainsworth 
Shoe Company, Toledo, O. 

Joseph A. Reddy, as advertising 
director of Brown Company, Ber- 
lin, N. H., makers of pulp and 
paper products used in footwear. 
His is a newly created post. 

Bernard Geller, as West Coast 
sales representative for Dr. Posner 
Shoe Company, New York. His 
headquarters will be in Los An- 
geles. He succeeds his son, Harry 
Geller, who has represented Dr. 
Posner on the West Coast for 10 
years. The elder Mr. Geller has 


WILLIAM WINN 
With Blue Bonnet 


KENNETH MITTELL 
Joins Colonial 


SAM OOLIE 
Joins Cobblers 


CHARLES MURRAY 
Advertising Head 


been a manufacturer, traveler and 
retailer. 

Don Harvell, as sales represen- 
tative in Florida and Georgia for 
Tober-Saifer Shoe Manufacturing 
Company, St. Louis. He replaces 
Harry Albert, who resigned to de- 
vote full time to a retail business. 

Sam Oolie, as sales representa- 
tive for California Cobblers, Los 
Angeles, covering Iowa, Illinois, 
Minnesota, Wisconsin and Mis- 
souri. He succeeds Ray McCarthy, 
who resigned. Chicago will be Mr. 
Oolie’s headquarters. 

R. H. (Ruby) Frank, as sales 
representative for Deb Shoe Com- 
pany, St. Louis, covering Colorado, 
Wyoming, Nebraska, Kansas, part 
of Missouri and Southern Illinois. 
He lives in St. Louis. 

William J. Jerome, Jr., as sales 
representative for Danvers Shoe 
Company, Manchester, N. H., trav- 
eling New York and New Jersey. 
He replaces Vincent J. Winkopp, 
now sales manager in the home 
office. Leon E. Kelley, Jr., Danvers’ 
New England representative, takes 
over in Connecticut from Mr. Win- 
kopp. 

William F. Yull, Jr., as manager 
of the style department of the Ac- 
cent division, International Shoe 


CARL LOVGREN 
Production Head 


HARRY FINE 
Hide Buyer 
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Company, St. Louis. He succeeds 
James O’Fallon, who recently be- 
came style coordinator for the 
company’s women’s specialty divi- 
sions. 

Robert B. Baldwin, as merchan- 
dise and style coordinator in the 
women’s general division of Inter- 
national Shoe Company, succeeding 
William Yull, Jr. 


O. A. (Ole) Olson, as sales rep- | 


resentative in Colorado (effective 
April 1) for the Soft Pedals line 
of Queen Quality division, Inter- 
national Shoe Company. This is in 
addition to his present territory of 
the Dakotas, Minnesota, Wisconsin, 
Iowa and Nebraska. Hal Staats, 
who formerly covered Colorado, 
now wil] travel only Oregon, Wash- 
ington, California and Arizona. 
William Winn, as New York 
State sales representative for Blue 
Bonnet Shoe Company, Inc., Law- 
rence, Mass. Elmer Rosenberg, as 
Western Pennsylvania and West 
Virginia representative for Blue 


Bonnet, succeeding Dave Stein, who 


died recently. 


Abraham Rosenberg, as special | 
assistant, juvenile shoes, for Gen- | 


esco, Inc., Nashville, Tenn. He will 
work with retail accounts on the 
Acrobat children’s line and will do 
specialized sales promotion. 
Harold F. Pfister, Jr., in charge 
of advertising and display depart- 
mental responsibilities for Free- 


man Shoe Corporation, Beloit, Wis. | 
He assumes full responsibility for | 
with H. C. | 
Farmer, advertising manager, and 
John Fraboni, display director, un- | 


company promotion, 


der his direction. 


Milton Tepper, as head of the | 
New York office of Haverhill Shoe | 


Novelty Company, Haverhill, Mass. 
He succeeds Howard Jones, 
died in October. 


J. Craig Cameron, as manager of | 


technical services for the B. F. 


Goodrich Footwear 


J. Jones, as technical superinten- 


dent of footwear for the same com- | 


pany. 
Kenneth C. Mittell, as product 
promotion manager for Colonial 


Tanning Company, Inc., Boston, a | 


newly created post. He has been 
with U B S Chemical Company for 
14 years as industrial sales man- 
ager, assistant to the president and 
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IRVIN RUBIN 


Highest Prices Paid 
Complete Shoe Stocks 





Men's, Women's and Children's 
For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


The House of Jobs 


Will Buy Your Close Outs 
Short Leases Assumed 














MERCHANTS’ NEEDS 


BOX HANDLERS 





yey 
ow I pep 


ey, 
Olew CUPPING 


PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 











VINCENT EDWARDS & CO. 

World’s Largest Advertising Service Organization 

342 Madison Ave., New York City 
Please tell me more about your news- 


paper ad clipping service and special 
short term trial offer. 


Name.. 


Company 











and Flooring | 
Company, Watertown, Mass. George | 





VINCENT EDWARDS & CO. 
342 MADISON AVENUE 
NEW YORK CITY 








LONG ARM* 
The efficient box handler 
QUICKER, EASHR, SANE 


PICK 
YOURSELF 
UP Me 


and order LONG ARMS 
before you fall off of | 5 
that stool again. LONG 

ARMS will reach the 2 
high shelves for you and return the empties up- 
side down. LONG ARMS with handles 24", 36", 
48", 60", $3.50; with 72'' handles, $4.50, postp 

in USA.’ Satisfaction guaranteed. Specify handle 
length and if for men's or women's boxes. Your 
jobber or 


tah wort 











~ 














Porened 





CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn, 








JOBS 


For Over 43 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands 





Lowest Prices 


Largest Stocks All Price Ranges 


Fine Fechaeas 
MOSINGER -COHN 


1235 Washington, St Louis 3, M 


MA 1-3663 











merchandising director. 

Thomas J. Mullane, as salesman 
for the L. H. Hamel Leather Com- 
pany, Haverhill, Mass. He will carry 
the company’s shoe lining and gar- 
ment leather lines. 

Harry Fine, as hide buyer of the 
newly organized Universal Tanning 
Company of Boston. For five years 
he has been hide buyer and sales- 


man for Wishner Weeks & Company. 

Carl Lovgren, in charge of pro- 
duction for Hartnett Tanning Com- 
pany, Ayer, Mass., a division of Co- 
lonial Tanning Company, Inc. 

Henry Steele Miller, as Eastern 
sales representative for the Upper 
Leather division of Armour Leather 
Company, Chicago. He will live 
near Boston. 





J. R. Evans to Promote Fall 
Shades of Glacé Brogandi 


CAMDEN, N. J.—John R. Evans 
& Company plans special promo- 
tional efforts for its Glacé Bro- 
gandi in fall shades, especially for 
men’s shoes. The company describes 
this tannage as “a new goatskin 
leather developed to enhance the 
elegance of Continental styling.” 

Several men’s shoe producers 
have included Glacé Brogandi in 
their spring lines. According to the 
Evans firm, the leather combines 
smart dress shoe appearance with 
the comfort of casuals. 

Glacé Brogandj is available in 
white and black as well as the col- 
ors. Its fine, shrunken texture is 
said to take and hold a shine well. 


Irving Displays Pullovers 
BOSTON—Twenty-four pullovers 
from Milan, Italy, first shown by the 
Irving Tanning Company at the 
Leather Show in New York, are now 
on display in the company’s home of- 
fice at 134 Beach St., here. These are 
high-style shoes for men, women and 
children, especially designed for the 


company by Italian craftsmen, and 
are part of a developing collection 
being assembled by Irving. 


Acme Offers Upper Leather 
For Use in Vulcanized Shoes 


PEABODY, MASS. — Acme 
Leather Company has introduced a 
new upper leather tannage designed 
for use in shoes made by the Goli- 
ath and Desma vulcanizing proc- 
esses. 

Albert Chalek, Acme’s sales man- 
ager, reports that the new tannage 
has been satisfactorily subjected to 
a temperature of 300 degrees; that 
it has excellent shape retention 
properties under extreme pressure, 
and that it will adhere to either 
natural or synthetic rubber without 
buffing or roughing of the edges. 

The new tannage, he says, is de- 
rived from Acme’s Mel-O-Tan full- 
grain glove leather and is currently 
available in black, a medium brown, 
white, bone, Flame Red and Crystal 
Gray. Being developed are other 
colors—Antique Brass, Tobacco and 
Wheat for men’s casuals, and Spice, 
Dutch Copper and Indian Gold for 
women’s. 


Beggs & Cobb Introduces 
Supple Waxed Leather, ‘Ciro’ 

BOSTON—A new waxed leather 
called Ciro, evolved from a new tan- 
ning formulation, has been intro- 
duced by Beggs & Cobb, Inc. 

“Ciro’s lubrication,” according to 
Robert Remis, general sales man- 
ager, “is an integral part of the 
leather, incorporated in the basic 
tannage and working through the 
finish coats.” This treatment, it is 
said, results in an extremely supple 
leather. It is finished in clear ani- 
line dyes. 

Ciro is designed for use in wo- 
men’s and misses’ unlined classic and 
tailored footwear, casual flats and 
sport types. It is available in a wide 
range of colors. 


Bonded Fibers’ Warehouse 
BUENA VISTA, VA. — Bonded 
Fibers, Inc., has set up warehouse 
facilities for its Bontex shoe mate- 
rials in St. Louis’ General Fiber 
Building. Hugo N. Surmonte, presi- 
dent, said the company will stock the 
necessary materials to maintain 
daily deliveries in the Midwest. 





New Consumer attraction—LEOTARD and TIGHTS Ensembles 


for bigger sales with the leading brand — 


_=PANSKINS 


All Popular Constructions 
CHILDREN’S TIGHTS 

Full Fashioned 

Non-Run Full Fashioned 
Seamless Run-Resist 
WOMEN’S SIZES in same 
constructions as above 


LEOTARDS styled with long 
and short sleeves, scoop 
and high necks 


for Children 
for Women 
+ Immediate factory delivery 
* Order direct 
+ Write for 
Illustrated Catalog No. B-1 


« DIVISION OF 


DANSKIN, INC 


e N. Y. Times Magazine 


full fashioned and seamless 


TIGHTS, LEOTARDS & TRUNKS 


knit of pAwsofr stretch nylon 


—_ 


The superior quality and perfect fit as- 
sured by Danskins is the result of over 
ten years’ experience in the styling and 
making of finest tights, leotards and 
trunks. Available in a complete range of 
staple and fashion colors, to help you sell 
more to every customer. 


Your customers will see DANSKINS colorful advertising in 


437 Fifth Avenue, New York 16, N. Y. 


TRIUMPH HOSIERY MILLS 


¢ Seventeen * Mademoiselle * Dance * Ski * Skating 
¢ Fashions of the Times 


U.S. PATENTS NO. 2,697,925 
NO. 2,706,389 + NO. 2,799,023 


makers of tights, leotards and trunks 
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FAIR WARNING 


After transacting your business with 
UNCLE LOUIS you will be so PLEASED AND eer SURPLUS SHOES 
OVERJOYED you surely will feel like kiss- CANCELLATIONS 
ing him. COMPLETE STORES 


Write or wire for fast ace 
PLEASE DON'T ens tA cee 
CAUSE AUNT JENNIE IS JEALOUS Fine Footwear For OVER 43 YEARS 


UNCLE Louis Camitta & Son MOSINGER - COHN 


91 Reade St., N. Y. C. WOrth 2-5063 shitigte Louis Goma 




















Any quantity...any time. Weil 
buys for cash...quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick action 
write, wire or phone immedi- 
ately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 

CE. 1-4898 CE. 1-3762 
Quality Shoes Since '32 
“While in Town See Weil” 








TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 
Union City, N. J. 


Phone or Wire Collect 


UNion 3-6413 








M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 























WE PAY MORE f.cause WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9630 








TOP DOLLAR! 


FOR Your, pons AND ENDS, CLOSEOUTS 
R COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-958S—WA 5-9027 




















B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS C 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED S 
YOUR NAME PROTECTED 


Phone or wire 
collect 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 








WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 56-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 




















Ulta BARIS BUYS for CASH 77/7/7777 
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THE NATION'S FINEST Also complete stores considered 


GANOCELLATION SHOES dobs in Fine Shoes From Fine Soarces Since 1931 
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© Obituaries 


WILLIAM SORENSEN, 71, a re- 
tired shoe traveler and a former 
president (1947) of the Southwest- 
ern Shoe Travelers’ Association, 
died recently. A native of Hastings, 
Neb., he was a salesman for 56 
years. He represented Viner Bros. 
in the Southwest for a number of 
years. Surviving are his widow and 
a sister. 


MORTON E. WILSON, 84, who 
represented Wittemore Bros. Shoe 


Company for 46 years in Florida | 
and Southern Georgia, died Decem- 


ber 8 in Jacksonville, Fla., after a 
short illness. Mr. Wilson, who re- 
tired in 1952, 


ISRAEL OKUN, 85, operator of 
a family shoe store in Clarksdale, 
Miss., for 43 years, died recently. 
Mr. Okun as a youth made shoes by 
hand in his native Russia. He came 
to the U. S. at age 21 and operated 
a shoe 
store 
small 
Tenn., 


sippi. 


shoe store in Dyersburg, 
before moving to Missis- 


the Clarksdale store. 


SAMUEL BARBOUR, 69, a re- 
tired vice-president and director of 
the Linen Thread Company and also 


a former director of United Shoe | 


Machinery Corporation, Boston, 
died December 6 in Pebble Beach, 


Calif. He was with the thread firm | 


for about 35 years and formerly 
lived in Bronxville, N. Y. 


JACK LERNER, 67, a veteran 
Oakland, Calif., shoe retailer, died 


recently. He had been in the busi- | 
ness since 1923 and was considered | 


a dean of San Francisco Bay area 


shoemen. He specialized in fitting | 
and orthopedic work. Mr. Lerner is | 


survived by his widow; a son, Don, 
and a daughter, Mrs. Richard 
Crocker. 


IVAN O. BRYANT, 40, owner of 
Bryant Shoe Shop in Amory, Miss., 
was killed in an automobile acci- 
dent near Gattman, Miss., Decem- 
ber 6. 


70 


Classified and Want Ads 








WANTED TO PURCHASE 


WANTED TO PURCHASE 








CLOSE OUTS 


1139-41 South Jefferson 
Phone or Wire Collect 


KELLY PAYS TOP PRICES 


COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 


KELLY SALES INC. 


Chicago, Illinois 
Wabash 2-3797 











is survived by his | 
widow, a son and three daughters. | 


WILL BUY 
ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children's. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 














FOR SALE 





repair and _ second-hand | 
in New York, and later a | 


Mr. Okun’s son and business | 
partner, Nat, continues to operate | 


FAMILY SHOE STORE, FEATURING 
NATIONAL BRANDS, including Children’s 
Orthopedic shoes. Located in the heart of Gov- 
ernment Missile Base on Florida East coast, 
200 miles North of Miami. = growth op- 
portunity. Purchase price depends on_ inven- 
tory selected. ADVERTISER, 3885 N. W. 2nd 
Terrace, Miami, Florida. 


FOR SALE: OLD ESTABLISHED 
FAMILY SHOE STORE, Portland, Maine; 
good going business; excellent opportunity. 
Owner wishes to retire. Reply to Box 659, 
Boor anp SnHoe Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 








BUSINESS FOR SALE 





FOR SALE: FAMILY CANCELLATION 
SHOE STORE (self service), occupying two 
story building. Same location 11 years. 1958 
volume $100,000. Clean stock of good brands, 
popular prices. Cheap rent; good lease. Good 
parking facilities. Must sacrifice, due to ill 
ealth. Inventory approximately $35,000. Ask- 
ing $1,500, plus inventory. Will take half cash 
and give terms to right party. Contact: EAST- 

SHOE OUTLET, 135 So. Maryland 
Avenue, Glendale 5, California. 


WANTED TO BUY: FAMILY SHOE 
STORE in Massachusetts or Connecticut, do- 
ing between $50,000 to $75,000 volume. Would 
be interested in Real Estate. Give full particu- 
lars. Reply to Box 658, Boor anp SHOE Re- 
corpEerR, Chestnut & 56th Streets, Philadelphia 
39, Penna. 





SIDELINE SALESMEN WTD. 


SIDELINE SALESMEN WANTED FOR 
BILLFOLD AND MEN’S BELT LINE. 10% 
commission. References required. ILON 
PRODUCTS CO., INC., 406 Elm Street, Cin- 
cinnati, Ohio. 








SIDE-LINE SALESMEN 


Outstanding ‘‘Old Pals’’ Children’s Line, In- 
fants’, Little Gents, Childs, Misses’ and big 
Boys and Girls, to retail from $3.95 to $5.95. 
All In-Stock — Columbus, Ohio 
Territories Open: 
Arkansas, Tennessee-Kentucky, Nebraska- 
Kansas, Missouri 
All inquiries held strictly confidential. 
S. T. Levin 


THE H. €. GODMAN COMPANY 


Columbus 16, Ohio 














SALESMEN WANTED 








BUSINESS OPPORTUNITY 








IMPORTANT FRENCH RUBBER FOOT- 
WEAR MANUFACTURER ss seeks local 
Dealer. All States but Eastern. Reply to Box 
657, Boot anp SwHoe Recorper, Chestnut & 
56th Streets, Philadelphia 39, Penna. 


SALESMEN WANTED 
SALESMEN WANTED 


Complete Line of Children's 
Shoes. Pre-Welts, CEMENTS and 
BON Welts, Sizes | Infants to 3 
Misses. Territories open: Ky., Indi- 
ana, Ohio, Okla., Texas, lowa, 
Kans. and Mo. Reply with details, 
references. 

THE KEPNER-SCOTT SHOE CO., 

















Inc., Orwigsburg, Pa. 








SALESMAN WANTED 


For Popular Priced Line of Women’s and 

Children’s Footwear; also Full Line of 

American made Tennis. MIDWESTERN 

and SOUTHERN STATES. Liberal com- 

mission. 

Reply to Box 653, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 














SALESMEN WANTED: Feature Shoe Line, 
Men’s, Women’s and Children’s; established ter- 
ritory. Also trainees for Franchise Store Man- 
agers. For details write: SALES MANAGER, 
Foot-so-Port Shoe Co., Forest and Westover, 
Oconomowoc, Wisconsin. 


OF THE LEADING _ WHOLE. 
DRESS AND 





ONE 
SALERS OF WOMEN’S 
NOVELTY SHOES, also Growing Girls and 
Children’s Shoes, now showing a new complete 
Line of Rubber Footwear and Tennis Shoes, 
seeks the services of experienced salesman to 
cover established trade in Detroit and adjacent 
area. Satisfactory financial arrangements will 
be made with proper man. All replies confiden- 
tial. IDEAL SHOE COMPANY, 316 North 
3rd Street, Philadelphia, Pa. 
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in NEW YORK CITY 
BUY 


Sal 


The completely re-decorated 
Sheraton-Atlantic Hotel has the 
perfect location plus special 
conveniences just for you! 


Now that the Sheraton-Atlantic has 
completed a vast re-decorating pro- 
gram, it’s more of a “*buy”’ than ever! 
The location is perfect for you—in the 
heart of the market, close to Penn 
Station, with all subways and buses 
at the door. 1400 rooms (1,000 of 
them air-conditioned), all with bath, 
radio, TV. All this plus these special 
services: all sample rooms completely 
re-decorated, free clothing racks, ad- 
vance listings on lobby bulletin boards. 
It’s your hotel! Write for buyers’ rates. 
MEMBER OF DINERS’ CLUB 


@}) HERATON- 
ATLANTIC 
Hore. 


Broadway at 34th St., New York City 
Across the street from the Marbridge Building 
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Torture tests prove SUBERGRIP ® Cements Your Best Bond Buy! 


Torture testing SUPERGRIP cements on this flexing machine is just 
one of the ten different quality control checks you get when you specify 
SUPERGRIP cement. This torture test subjects the cement film to far 


greater wear and tear than your hardiest customer could ever give... 
your positive assurance that SUPERGRIP cements are carefully 
manufactured to safeguard your reputation and your profits — to give you 
maximum bond strength and dependability when sole attaching. 


Make sure you get the most out of cements — ask for a UNITED 
Specialist to survey and recommend formulas for your consideration. 
Contact your UNITED man today. SUPERGRIP cements are products 
of B. B. Chemical Co. and distributed by United Shoe Machinery 
Corporation, 140 Federal Street, Boston, Massachusetts. 


WJnited. 
® 


CEMENTS 


THE G/C CATALOG ...YOUR DEPENDABLE SOURCE FOR QUALITY SHOEMAKING SUPPLIES 


® REGISTERED TRADE-MARK OF B. 8. CHEMICAL CO. 





looks better, wears 
longer, yet costs 
no more. — 





Bigger and Better than ever 


Spring and 


Summer 
2 


They Te 
the Most 
in 


Boys ’ Shoes 








GERBERICHS are “America’s Most 
Popular Boys’ Shoes” because they re 
styled right by age groups: Youths 
814-12-3, Boys 1-6, Big Boys 614-11. 
Each size run, in this fastest grow- 
ing part of the shoe business, has its 
own comprehensive program of spe- 





cialized styles. 














GERBERICH-PAYNE SHOE COMPANY . mount Joy, PENNSYLVANIA 








